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Color and good design . . . quickly 
and temptingly identifying flavor . . . attracts 
and pleases women. It’s one sure way to increase 
sales from self-serve freezer cabinets. Sutherland 
artists and printing craftsmen are past masters 
at producing sales-making ice cream packages. 
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ICE CREAM CABINETS: 


Do this—to avoid unnecessary main- 
tenance costs in years ahead: Get de- 
pendable Kelvinator ice cream cabinets 
now! Get the thrifty performance of 
Kelvinator’s Polarsphere power unit. 
It packs big reserve power to meet the 
heaviest demands of weather or ex- 
tended service. Get the finest workman- 
ship and materials. Get features that 
protect your product better... features 
that will add up to dollar savings, month 
after month. Get the dependability you 
want from the equipment famous for 
dependability ever since 1914. Your 
accounting records will prove you to be 
right in picking Kelvinator! For com- 
plete details, see your Kelvinator repre- 
sentative or write for your copy of 
Kelvinator’s new Ice Cream Cabinet 
Catalog, Kelvinator, Division of Nash- 
Kelvinator Corp., Detroit 32, Michigan. 
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WORK SIMPLIFICATION 


in the ICE CREAM INDUSTRY 








Be Various Ice Cream Plants 
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PAPER CANS 


sii } MORRIS PAPER MILLS e@ 135 SOUTH LA SALLE ST., CHICAGO 3, ILL. 
AND DISTRIBUTED BY ) MATIONAL FOLDING BOX CO. @ NEW HAVEN, CONNECTICUT 
i 
Also Distributed by CHERRY-BURRELL CORP. © The CREAMERY PACKAGE MFG. CO. e¢ Branches in Principal Cities 
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To Assure Permane 


Ts A FACT! Every Savage Ice 
I goes through three exhausti 
assure you cabinets that are ab 
filtration of moisture. First, all li 
tested. Finally, each individual 
are made under heavy air pre 
savage! Remember, too, that fa 
tions between compartments. K 
ways firm and delicious. Plan 
Cream Cabinets at your very firs 
literature. Savage Arms Corpor¢ 


8 Great SAVAGE Feature 
That Help Boost Your Busines 


@ Greatly increased capacity; 10 to 
30% more ice cream in bulk con- 
tainers. 


@ Refrigerated partitions between 
compartments. Not necessary to buy 
additional accessories at added cost. 


@ Modernized exterior design; ends 
flush (no screws) for easy in-line 
installation; top and sides super- 
smooth for quick, effortless cleaning. 


@ Glistening white lids of durable 
plastic — eye-catching, appetite- 
appealing, easy to wipe clean. 





@ Uniform temperature throughout 
cabinet; maintains ice cream (bulk 
or brick) at equal temperatures. 


@ Hermetically sealed, pull-out com- 
pressor for economical maintenance. 


@ Highly efficient insulation of genu- 
ine Fiberglas*. Hermetically sealed 
construction to prevent infiltration of @ Extra-strong, 
moisture. Each cabinet factory-tested struction for 
under pressure to assure permanent wood to war 
air- and moisture-tight seal. forced for ad 


*Fiberglas is the registered trademark of Owens-Corning Fiberglas Corpor 


Good foe SAVAGE 


ICE CREAM CABINETS 
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We take such pains to get Vanilla to our customers on 
time that there is hardly ever any occasion for 


an exchange of telegrams about delivery—except 
in case of emergency. 


Vanilla Laboratories’ reputation has been built 

through the years—not only by ability to find the right 
Vanilla for a product and then keep its quality uniform 
month after month, but also by accurate, prompt deliveries 
in the exact amount and on the exact date specified. 


We are very jealous of this reputation 
and work constantly to continue to deserve it. 


0 


LABORATORIES, INC.,, rochester, n.v. 


BLENDS © CONCENTRATES © POWDERS 
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Gallonage in bulk sales continues to grow and 
- grow. In this profitable market the container is 
| more important than ever. For the greater pro- 
EASIER HANDLING tection and sales attraction of these Bloomer 
“ Bros., bulk packages are as essential as the 
° quality of your ice cream. 
: Three Bloomer packages sketched above have 


proved their worth. Developed in Bloomer’s 


GREATER S ALES APPEAL Research Laboratories, they’re typical of the 


quality that has made Bloomer a famous name 


. in packaging for more than half a century. 
+ 
“ WE'LL BE GLAD TO SEND YOU SAMPLES 


BLOOMER BROS., NEWARK, NEW YORK 


Please send samples of your bulk packages. 


Nome...... 





BROS. COMPANY ~<a 


NEWARK 4 
NEW YORK @ 





is cacisnaeistslenininiacieibminiserteealen 
Address 
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The Quality Stabilizer Emulsifier 


NA-PE-CO 


The All-purpose Emulsifier 


MILK SHAKE Scaécczer 


For Back Bar Mixes 


{) 


and Jee 
Sherbe 
SURE-BET 


For Over 26 Years... The Standard 
For High Quality 


Fee ae 
FRUIT TOPPING POWDER 


with Fruit Topping Powder Acid 
The Perfect Pectinizing Agent 


e/ lationa Ji PHoDUCT 


2656 W. CULLERTON ST. 


il 


Byery gallon i e cream, 
eee. and fruit'lice starts 
out as“so many Rounds of raw 


ingredients. 


It is The quality of those in- 
gre hat makes 
qualttfinished product. 


National Pectin Praducts - 


qualityr its 


It is’ ‘Eadally prowl ae the 
high — of the ice c 


se a National stabilizer 

all of your products, 

rite for a trial quan- 

Move to yourself that 

Nationa! stabilizers and emulsifiers 

are easier to handle... more econom- 

ical . . . and make a better finished 
product possible. 


‘Company 


CHICAGO 8, ILLINOIS 


You Will Make a Better Product When You Use a Zacconal Stabilizer or Emulsifier 





Packed 24 to the box 


Shipped to yvou—watfers 


in. This is exactly the way you 


receive the containe 














lce Cream — 100 Years 
an American Favorite 


Virginia Dare — Flavor 
Favorites Since 1835. 


EXTRACT CO., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 
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Greater Volume.. Higher Quality. More Flexibility 


Engineered Production 


Grlatr 


OUTPUT PER MAN-HOUR 


Co 
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Vogt Continuous Freezers are now 
playing an important part in helping 
leading ice cream manufacturers get 
the benefits of Engineered Produc- 
tion. And through Cherry-Burrell'’s 
Visual Engineering program— using 
scale models and the assistance of 
Cherry-Burrell engineers — plant op- 
erators are able to see the benefits 
possible before a single machine is 


added. 


For instance, they can see how, 
with new Vogt Freezers, it is possible 
to produce much more volume with 


pie 


the same floor space... how to 
handle several flavor packages on a 
continuous basis with minimum la- 
bor ... and attain improved quality 
with stiff-frozen ice cream of finest 
texture. 


Engineered Production like this— 
greater output per man-hour—should 
be your goal for the coming year. 
As a first step, ask your Cherry-Bur- 
rell representative about a Visual 
Engineering program for your plant. 
It's available at no cost to you. Talk 
it over with him—soon. 


That’s Engineered Production 
.. With Vogt Freezers 








Planned Maintenance 

. becomes more important 
every day with new restric- 
tions being imposed on mate- 
rials and manpower. A well- 
planned, continuous program 
can help you avoid production 
losses—help prolong the use- 
ful life of your equipment. 
Bulletins describing latest lu- 
brication and maintenance 
procedures on all Cherry-Bur- 
rell equipment, including Vogt 
Freezers, will be available 
soon. Send the coupon for 
your copies now! 








CHERRY -BURRELL CORPORATION 
General Soles and Executive Office: 
427 West Randolph Street, Chicage 6, Illinois 
Milk and Food Plant Equipment & Supplies 
FACTORIES, WAREHOUSES, BRANCHES, 


OFFICES, OR DISTRIBUTORS AT YOUR 
SERVICE IN S6 CITIES 


Trendmaker enannitiehales | 
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CHERRY-BURRELL CORPORATION 
Dept. 1 120, 427 W. Randolph St., Chicago 6, Illinois 
‘| Want to talk about Freezers 
\ Send Engineered Production Booklet 
) Send maintenance manuals on the following equipment 
(List attached) when available. 
| Send Dari-Lube Lubrication Manuai 6 Chart 
Name 
Firm 
Address 


City 
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WHAT THE NORTH POLE COLD STORAGE AND ICE CO. SAYS ABOUT LIQUID SUGAR 
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WHEN YOU USE FLO-SWEET,° YOU GET IMPORTANT 
SAVINGS IN MANPOWER 


When your sugar deliveries are to the HERE'S THE SIMPLIFIED 

kettle instead of to the curb, your sugar FLO-SWEET LIQUID SUGAR METHOD 
handling costs become sugar handling » 

savings. The simple Flo-Sweet Liquid 

Sugar method of delivery, handling and 
storage keeps manpower requirements at 


Receiving Department — One man pumps 
Flo-Sweet through closed pipelines into 
your storage tanks. 


Warehouse—With Flo-Sweet, there is no 
labor needed. 


Syrup Room—F lo-Sweet f-l-o-w-s through 
trouble, and money. sealed pipelines right into the process. 


You just can’t beat the fact that 3 One valve to turn—measured automati- 
cally —no contamination loss. 


clean mechanical steps replace 10 back- Flo-Sweet also cuts processing time: no 
breaking storageand handling operations. waiting for dissolving, always an even mix. 


Supervision—W ith Flo-Sweet, a minimum, 
if any, supervision is required. 


a minimum and that saves you time, a 


MATION AND SERVICE 
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AAS ICE CREAM, INC 


ois dWELL RIVER, MASS. 


MEAD On 


EROOW 


*T.M. Reg. U.S. Pat. Of. 


Give them 
something 
to remember 
you by | 


Producing fine ice cream is only half your 
job, of course. The other half is the problem 
of packaging the product and 
merchandising your brand name. 


Lily* cups do this part of your job extremely 
well. They are attractive, sturdy, smartly 
printed. Your name on the cup and lid 
remind the customer at least twice that this 
is your product . . . when he buys it, and 
when he eats it. He can’t help but 
remember your brand, because it’s 
associated in his mind with enjoyment. 


Lily is your finest point-of-sale medium. 


LILY-TULIP CUP CORPORATION °* 122 East 42nd Street, New York 17, N. Y. 


Chicage * Kansas City * los Angeles * Son Francisco * Seottie + Terente, Canedea 
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what popula 


HOOTON 
 @& CHOCOLATE 
FLAVORCOAT 


boosts the sales of ice cream 
bars and novelties 


pail coating made with 
chocolate liquor 


reduces coating costs 


fast setting speeds 
production 


most delicious 


ep ROLOR EO], REG 101 Gel eis aa aer 
alain Gl aloladelicls-me i iala -eelh aA 


NEWARK 7 NEW JERSEY 
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“Thot's what “That 4 cylinder 

| need—ca job will just tit our 
compact unit re space and handle 
to go with my . peak cooling and 
ice builder.” ; . storage.” 


“Another 8 x 8 
would take care of 
our second stage 
lood.”” 


“That's my 
next buy tor 
sub-zero 
freezing work.” 


Look ahead wit efrigeration 


From the CP ‘Balanced Line” you'll get 
—not just a compressor—but exactly the unit you need, to do your 
refrigeration job... large or small... with efficiency and 
economy assured by CP’s more than 60 years of refrigeration 


pioneering and leadership. You're right when you choose CP. 


THE CREAMERY PACKAGE MFG. COMPANY 


General and Export Offices: 1243 W. Washington Bivd., Chicago 7, Illinois 
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; 7 i There’s an easy way to find out, Mr. Ice Cream . 
er a i / ] / if i 4, J] 7 S Manufacturer. Check the proved advantages you get E 
when you use Dariloid or Dricoid as your stabilize® 


7 y . * > 
ut oe or stabilizer-emulsifier. Make a trial test... prove 
A 


to your own satisfaction that Dariloid or Dricoid? 
. cs - in your mix mearis ice cream with NATURAL BODY... 
| ‘ ? the kind that wins and holds consumer preference. 
Stab %ed | | 
. That way, you'll have the best answer...the m 


convincing reasons why Dariloid and Dricoid lead all 


others in gallons of ice cream stabilized. 


PROVED ADVANTAGES 


@ Natural Body 
@ Uniform viscosity of mix 
@ No masking of flavor 


DARILOID ., DARILOID Xl @ High recletance to heat shock 
@ Clean, attractive meltdown 
DRICOID’...DRICOID XL | 


@ No protein de-stabilization with resultant wheying off 
@ Flexibility and wide range of stabilization 


—or bt ttt tt TM OARILOID 


PRODUCTS OF 
Stabilizers and stabilizer-emulsifiers 


ae 2° KELCO 


20 N. Wacker Drive 31 Nassau Street 


530 West Sixth 
Chicago 6 New York 5 


Los Angeles 14 
Cable Address: Kelcoalgin—New York 





New, All Stainless Steel, 
Tubular PALM-PUSH PUMPS 
with COLOR IMPULSE. Just 
ONE of the 50 finer features 
of the New “Diamond 50” 


mel iahicl ae 


A Liquid fountain gives you full value on all counts... 


oli tielalellaleMoleelol amet] -l-lalelals Ae 
63 years of specialized experience 
Meo lale Me Malslilelahvale(-Melis-.4miclaicla ae \-ladls-Moles(olilbdelilels 
which only Liquid can offer. 
These values, plus Liquid’s position of dominance 
in the industry, are your “insurance policy” for complete 


satisfaction when you buy a “LIQUID.” 


Beek eee we -wem Beem ee) | ek © Baler. 
3110 South Kedzie Avenue ° Chicago 23, Illinois 
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Malt-A Plenty 


Tm, 8646. 5 Pel. OPP. 





Thousands of retail stops for ice cream 


have been opened because fountain oper- 
ators wanted Malt - A-Plenty. Presenting 
the Malt -A-Plenty Profit Story to retail 


. ee 
stores is the best way we know to get your 


e *s¢ 
foot im the door. to open up new accounts 


for ALL your products. 


Sew up the Malt-A-Plenty franchise in 


your area. W rite for the Malt-A-Plenty Malt-A-Plenty te the rsa 
° . chandised dairy drink that 
stor. today. turns low-volume “shake” 
: : and “malt”. business into 
large volume and high 


profits. 
MALT-A-PLENTY, INC. 
1635 E. lith STREET 
TULSA, OKLAHOMA 
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HARE TU BE 


ERE we are on the verge of another summer 
season. But are we ready? How many, or 
rather how few, ice cream outlets have a real 

program designed to step up ice cream gallonage? 

Too often, while traveling through the states, we 
sense an apathy, a “do-nothing-but-wait-for-hot-weath- 
er” inertia. Time and again this situation plagues us. 
The retailer grumbles, the salesman holds his head, 
the ice cream manufacturer does nothing. Little, if 
anything, is accomplished—nobody is happy. 

Yet there are so many ways to lift sales this year. 
r welcomed this opportunity to speak to manufacturers 
and retailers together because here is the nucleus for 
a sales campaign that could sweep across the nation. 
Briefly, gentlemen, let’s dare to be different in our 
sales approach this season. 

If you are a retailer, please try this. Go back to 


BY HOWARD B. GRANT 
Publisher, ICE CREAM FIELD 
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WEST COAST super markets “dare to be 
different.” This Weber soda fountain caters 
to customers of Von's Market in Los 
Angeles. At right is Weber self-service cab- 
inet in Van De Kamp bakery concession. 


DIFFERENT! 


your home town and stand for a few minutes on the 
sidewalk in front of your store. Imagine that you're 
thinking of buying this store but that everything is 
wrong with it now. How can you improve the windows, 
the displays? Can you make that front door more of 
an invitation and a magnet to the passing crowds? 

Step inside. Do you sense an atmosphere of warmth, 
of hospitality, of pleasure and satisfaction? Is that 
fountain clean and uncluttered? Are the backbar dis- 
plays and the menus irresistible to you? Are the foun- 
tain clerks neat, courteous and helpful? 

If you, as a retailer or even a manufacturer, do not 
get that spirit of happiness and satisfaction, then surely 
the American public is not satisfied with your ice cream 
stores. Please remember that ice cream is not a neces- 
sity. It is bought largely on impulse and to satisfy 
an emotional want. 


How to be Different 


So you’ve decided to make your store different and 
better than any place in town. Now you learn that 
sanitation and window dressing are not sufficient. You 
still need a drawing card to make the public acquainted 
with your fine ice cream. Well how about some show- 
manship? 

Hire a horse and buggy to tour the neighborhood 


21 
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with the driver handing out coupons worth ten cents 
toward any purchase of package or bulk ice cream. 
That ought to increase store trafic. Perhaps if you 
have a clerk with a touch of genius at creating un- 
usual sundaes, you could hire a stiltwalker to parade 
the streets with a placard reading “See the Mad Man 
at Work at Jones Fountain.” 

How about dressing the clerks and waiters in cow- 
boy regalia? Go western for a week and feature un- 
usual dishes. For example, use a soda glass for a sun- 





UNIQUE CREATIONS pictured on this page represent Lily-Tulip 
Cup Corporation's manner of “being different’ in order to gen- 
erate interest at the soda fountain. At the left is a view of the 
“Clown Sundae.” This consists of one scoop of ice cream, an ice 
cream cone, whipped cream for decorative purposes, two raisins 
for eyes, a cherry for the nose, and colored sprinkles. At the 
bottom of the page at the left is the “Bunny Sundae,” made with 
one No. 24 scoop of vanilla ice cream for the head, one scoop 
of strawberry for the body, three raisins for eyes and nose, 
whipped cream and half of a lady finger. Below, at the right, is 
the “Circus Sundae.” Ingredients include one No. 20 scoop of 
ice cream, strawberry syrup, whipped cream, a cherry, and four 
animal crackers. 





dae and call it “Tall In The Saddle.” Or, as has been 
done, put on a fire sale for a week. Ourfit your clerks 
with plastic fire chief hats, show them how to make a 
flaming sundae and give them small sirens to blow 
every time the special is delivered to a customer. You’d 
be surprised at the store interest and talk this would 
stimulate. 
Centennial Ideas 


You could tie in very effectively with the Centennial 
anniversary of the wholesale ice cream industry. Let 
the word get around that you want to treat as your 
guests for a week, month, or year, any resident in your 
community who has attained his 100th year. 

Why not hold a Centennial Hour in late afternoon 
te match the traditional Cocktail Hour? A good way 
tc celebrate would be to invite customers during this 
hour to make up their own sundaes in accordance with 
their own ideas and tastes. This can be done easily 
by using a small sundae dish with a set-up of two 
scoops of ice cream for which you charge 25 cents. 
Then bring to the customer a tray offering a variety 
of sundae toppings including fruits, nuts, marshmallow 
and cherries and extend a cordial invitation to “help 
yourself.” Believe it or not, this can be done at a good 
profit if the clerks are trained to remove the tray after 
the customer has taken his initial helpings of toppings. 

From experience we have learned that fountain clerks 
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(Continued on page 
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ts Raining Cats and Bags!" 


Donald's deluged by the flood of ICN bags that are beginning 


to pour in from kids all over the country! 





It's easy to understand when you see the exciting new gifts in this year’s big ICN Gift List! They've already 


caught the imagination of young America! 





And bigger bag redemptions are only one part of the response 


to ICN’s promotions. 


Ask your ICN Man with the big Profit Plan to tell you the complete 


story . . . you'll see for yourself how ICN is building 





an even greater demand for Donald Duck “Icy-Frost"® Twins, Donald 
Duck “Ducky Dubble,” Donald Duck “Fudgi-Frost,"®" Pluto Bar” and all 
the other fast moving ICN products. 


“ICY-FROST,” ““FUDGI-FROST!’ “DUCKY DUBBLE“and 
“PLUTO BAR”are Trade Marks of ICE CREAM NOVELTIES, INC., NEW YORK, N. Y. 


Ice Cream Novellied, inc. 


601 WEST 26th STREET, NEW YORK 1, N. Y. 
400 WEST OHIO ST. 2744 EAST 11TH ST. 100 STERLING ROAD 
CHICAGO, ILL. LOS ANGELES, CALIF. TORONTO; ONTARIO, CANADA 
Copyright 1951 ice Cream Novelties, Inc. 
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A wise man once said, “The best way 


Centennial Is 
Spotlighted 
In Portland 


to make friends is to be one”. So for over 


100 years. we of the lee Cream Industry have dedicated ourselves to making 


Ice Cream your mealume fnend...by ever striving to bring you a 


delightlully refreshing food ..2 dessert contaumung 4 wealth of FOOD VALUE 


and designed to capture, in its frozen goodness . 
the many delicrously satisfying flavors 

that you enjoy so much. And above ail, to 
bring it to you at a frendly cost 

Wc have enjoyed your {riendshep these hundred 
years and know that we shall get together 

for dinner again... OF TEN 


We've waited 
100 YEARS 


to run this ad! 


ic" 
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PORTLAND ICE CREAM 
"MANUFACTURERS 


CE cream manufacturers in Portland, Oregon are 
| setting the pace for their colleagues across the 

country with a cooperative effort designed to pro- 
mote the Ice Cream Centennial. 

Tangible evidence of this promotion campaign is 
the newspaper advertisement which appeared in the 
March 26 issue of the Portland Journal, and two weeks 
later in the Portland Oregonian. Reproduced with this 
article, the advertisement measured four columns wide 
by eleven inches deep, and was financed by funds con- 
tributed by local wholesale ice cream manufacturers. 
It was prepared by Blitz Advertising of Portland. This 
firm is handling Centennial promotions for both whole- 
sale and retail ice cream manufacturers in the city. 

Headlined “It’s Great To Have So Many Friends 
On Your 100th Birthday!”, the advertisement noted 
that “we of the Ice Cream Industry have dedicated 
ourselves to making Ice Cream your mealtime friend 
. . . by ever striving to bring you a delightfully re- 
freshing food . . . a dessert containing a wealth of 
FOOD VALUE and designed to capture, in its frozen 
goodness, the many deliciously satisfying flavors that 
you enjoy so much.” 

The advertisement also hailed ice cream as “today’s 
best dessert buy” and carried the slogan (suggested 


24 


And now we're REALLY ‘ 


ciietwon ones MO LY 
iS TODAYS, 
BEST BUY! 


and celebrate, too 
Treat your family to refreshing, 
hond-dipped ice Cream at its 
best We hove fiovors golore 


YOUR IMPRINT 


YOUR ADDRESS 


originally in Ice Cream Fietp’s October, 1950 issue) 
“Ice Cream—A Century of Good Taste.” It was 
signed “Portland Ice Cream Manufacturers.” 

In another phase of the Portland ice cream manu- 
facturers’ program for publicizing the 100th anniver- 
sary of the first wholesaling of ice cream, Blitz Adver- 
tising has prepared a smaller advertisement in mat 
form for use by retailers. As seen in the accompanying 
illustration, this advertisement declares “We've Waited 
100 Years To Run This Ad!” Copy invites consumers 
to join the Centennial celebration, and suggests “Treat 
your family to refreshing, hand-dipped Ice Cream at 
its best.” These mats have been made available to 
dealers for two dollars each, and the retailer is able to 

(Continued on page 78) 
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CARTON DESIGNS OCCA 


Today’s volume business comes in the doors of the self-service stores. 

Is your ice cream package a good salesman? Does it tell a quality story to 
women customers? Let us show you efficient, economical ways of using 
modern design to put extra sales strength into your ice cream packages— 
your linerless cartons, fill-freeze pails, counter-fill or 

carry-out pails, and bulk units for home storage. 


You get these strong selling aids with Concora Linerless Cartons 


1. Exclusive use of new, tested stock carton designs. 

2. Special designs created for you by skilled designers. 

3. Color control and fine printing—brilliant and precise. 

4. Vellumite stock—handsome, tough, moisture-resistant. 

5. The handy, easy-to-open Nu-Mode front seal. 

6. Faster, easier packing—by hand or machine. 

7. Delivery from strategically located points. 

8. Approved by manufacturers of automatic packing equipment. 


CONTAINER 
CORPORATION 

OF AMERICA 

Chicago, Iilinois, and 23 other cities 
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HE menu at the fabulous retail stores operated 
‘ie California by Blum’s Confectionery is a story 
in itself, and here is that story. 

The visitor to one of these emporiums is no sooner 
seated before a waitress hands him a “bill o’fare ye 
well!” This unusual creation measures fully fourteen 
inches long and ten inches wide, and its cover pictures 
a procession of what appears (from their clothes) to 
be Dutch boys and girls on their way through tulip 
fields across hill and dale to one of Blum’s candy and 
ice cream stores. 

Opening the eight-page menu, the store patron will 
find on the left-hand page a message from the Blum 
management which is headed “The Second Half Cen- 
tury.” The message is worth quoting: 

“The treasured heritage of responsibilities attendant 
upon the remarkable development of this unique enter- 
prise has never been overlooked. They are based on 
two premises . . . One: There shall never be anything 
less than the finest ingredients in all Blum’s wares. 
Imitation shall never supplant the real, regardless of 
cost. Two: The genius of originality for the develop- 
ment of outstanding confections shall be nurtured, if 
it require exploration to the ends of the earth. This is 
a never-ending pursuit in research both for material 
and personnel. Approaching its sixtieth year, Blum’s 
has become the largest individual retail confectioner in 
all the world. 

“This is a business in which artistry is combined 
with practicality. A structure built upon integrity of 
product, policy and stability. The customer is con- 
sidered a person of discernment and good taste, one 
who knows how to enjoy the relaxation of gracious 
living through the medium of good things which are 


wholesomely unostentatious. 
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“Charge accounts can be opened by mail or tele- 
phone. Blum’s candies are safely delivered to distant 
lands and to every section of our country. 

“Visitors are urged to become acquainted with many 
intriguing products additional to candies. See the 
bakery delights, learn about the remarkable Ice Creams 
and Frozen Desserts which add so much charm to tens 
of thousands of California dinners, teas and parties.” 


‘From Our Fountain’”’ 


After reading this confidence-inspiring message, the 
visitor's eye is attracted by the indexed notation on 
the right hand side of the page which reads “From Our 
Fountain.” Turning the leaf leads the patron into an 
imposing and colorful listing of ice cream dishes that 
makes a decision difficult. 

One section is devoted to “scrumptious sodas.” A 
great variety of flavors is available including sweet 
chocolate, bittersweet chocolate, sweet chocolate — 
cherry, sweet chocolate—mint, bittersweet chocolate— 
mint, chocolate—pineapple—mint, raspberry, straw- 
berry, California orange, lemon likewise—no doubt, 
cherry, Hawaiian pineapple and others. Those cited 
above sell for forty cents each. An assortment of fudge 
flavors, including milk chocolate, caramel, sweet choco- 
late, and sweet chocolate-marshmallow, is also listed, 
and these sell for fifty cents each. 

“Superb Sundaes” is another category on the menu, 
and a sub-head to this section reads “Double Scoop— 
Apologies to Walter Winchell.” Sixteen topping selec- 
tions are possible, and these mouth-watering concoc- 
tions retail for fifty-five cents each. 

Needless to say, there are standard ice cream items 


(Continued on page 80) 


Ice Cream Fietp, May 1951 








a~as Putte 


CANDY ICE CREAM 


Ice Cream Manufacturers Who Have 
Made It A Standard Flavor Say: 


“Butter Brickle ‘IS RIGHT UP 
THERE WITH THE ‘BIG 3’ FLAVOR 
LEADERS, MONTH AFTER MONTH, 
YEAR AFTER YEAR.” 
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Ranked Third 


“For the past several years 
BUTTER BRICKLE has been 
a regular number. . . and dur- 
ing February, May and October 
has ranked third in all the 
flavors manufactured by us.” 
—Potter Ice Cream Co. 
Waterloo, lowa 
L. T. Potter 
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A HEAPING MEASURE 
OF EATING PLEASURE © 


The statements above are from but three of the many leading ke Cream manvfac- 


turers who have made BUTTER BRICKLE a steady year cround “Big Fourth" 


at) 
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fill and mail the coupon below. 


.-. CAN PLEASE YOUR DEALERS... 


sales leader. 


. CAN SATISFY YOUR CONSUMERS 


. CAN INCREASE YOUR VOLUME AND PROFITS . 
That is the basis of merit on which BUTTER BRICKLE ICE CREAM has won for itself a steady volume 


and profit rating ...up with the “big three” 
their dealers . . . satisfying their consumers . . 


MANY ADVERTISING HELPS FREE 
Your order will bring full information about 
FREE Newspaper Advertising Mats and Radio 
Spot Recordings to TELL AND SELL consumers 

. plus, FREE — beautifully-lichographed, full- 
color store posters to push BUTTER BRICKLE at 
the Point-of-Sale throughout your sales area. 


. with manufacturers all over the nation .. 
. increasing volume and profits! 


. pleasing 


SAVE! You'll save money by ordering BUTTER 
BRICKLE flavoring in regular 27-lb. tins ...@ 
$3¢ per Ib. On orders for 4 tins (108 Ibs.) or 
more, freight will be prepaid to any point in 
the U.S. To estimate quantity of BUTTER BRICKLE 
to order, figure ; Ib. of BUTTER BRICKLE for each 
finished gallon of ice cream. 


SEE FOR YOURSELF! 


MAKE 30-GALLON TRIAL RUN ON OUR SATISFACTION-OR-MONEY-BACK OFFER. 
, Why miss out on something that should go so dig for you, when we make a fest run so easy? Simply 


*BUTTER BRICKLE is the exclusive Trade Mark of Fenn Bros, Inc. © 


“MADE BY ICE CREAM MAKERS FOR ICE CREAM MAKERS" 


eleaiaaieaieianieatantadeaaetatetametetaeen 


FENN BROS., 


Please ship one 10-pound tin of FENN’S BUTTER BRICKLE ree’ x Cream 
Flavoring on money-back gvorantee. Price 58c¢ per pound, F 


mAtL COUPON Viet 


FOR 10 LBS.— FIRM _ 
ADDRESS 
a, bekticl. mae) | 


77, GALLON 
TRIAL RUN 


a 


INC., SIOUX FALLS, SOUTH DAKOTA 


8. Sioux 


_. LONE__ STATE_____ 


a (Title) Piss Para 
NOTE: Regvier 27-pound tins of BUTTER BRICKLE sell for 53¢ per pound. 
On orders for 4 tins (108 ibs.) or more, freight will be prepaid to any 
| point in the U. S. 
SATISFACTION... OR MONEY BACK c-s 
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WO hardy Californians were 

braving the famous West 

Coast “dew” on Venice 
Boulevard in Los Angeles recently 
when they were blinded by the 
glare emanating from flood lights 
installed in the McClary’s Ice 
Cream Store on that block. 

These two souls—in reality, they 
were gag writers for seventeen ra- 
dio and television comedians (They 
were hired and paid by one comedi- 
an who prefers to remain unnamed, 
but since sixteen other jokesters are 
constantly pilfering their employ- 
er’s punch lines, they advertise that 
they have seventeen clients.) — 
where were we? Qh yes, these two 
souls adjusted their dark glasses 
and agreed to investigate. 

They had no sooner entered the 
premises when both of them stum- 
bled over a maze of wire, Klieg 
lights, cameras, and other equip- 


Mollywood 


Camera In 


MeClary's 


ment used in the making of motion 
pictures. One of them—his name 
was L.S.M.F.Y.X. Scott (It’s a 
Hollywood vogue to be known by 
your initials)—scrambled to his 
feet and exclaimed, profoundly, 
“What's going on here?” 

“What a way to treat potential 
customers!” his companion, whose 


name was A. B. See (Has only 


been in Hollywood three weeks— 
hence the shortage of initials), ex- 
claimed. 

Suddenly, Mr. Scott’s eyes began 
to blink. “I must be dreaming,” 
he muttered. 

“What's the matter?” A. B. 
asked. 

“Isn’t that Fred MacMurray, the 
actor, over there behind the coun- 
ter? And isn’t that Eleanor Parker, 
the actress, with him?” 

A. B. peered in the direction in- 
dicated by Mr. Scott’s hand. What 
he saw can be seen in the upper left 
corner of the photograph on this 
page. 

“How did we get into this 
theatre without buying tickets?” 
the man with the many initials 
asked. He obviously was puzzled. 

“Let’s ask someone what time 
the next feature goes on,” A. B. 

(Continued on page 82) 
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what 
3 letter 
word 


sparks sales ? 


in ice cream, it’s SPA*! 


This stabilizer helps make all of your ice cream better . . . and better ice cream 
always earns more sales. SPA gelatine is a pure food. And of course 


it’s NATURAL to stabilize ice cream with such a NATURAL pure food product. 


SPA was especially planned to do its job perfectly . . . to help make ice cream 
smoother, creamier, and free of ice crystals. It helps make it unnecessary to 
“crush” a bite with your tongue to taste the flavor . . . it bursts 

forth instantly in every spoonful. 


Such exceptional performance does not make SPA expensive. On the contrary, it costs 
substantially less than ordinary gelatines! Would you like to try it in your own 

mix, to see how ideally suited it is to your manufacturing needs? Just write to us, 

and we'll be glad to send you a generous sample. We'll include the fascinating booklet, 
“This Is Your Business”, which tells the story of ice cream 

stabilization in scientific detail. 


*T.M. Reg. U.S. Pat. Of. the oldest name in gelatine is Young 
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OU know, this selling business has been guing 

on for a long time—in fact before anybody made 

anything in the world some selling had to be 
done. You know who the first salesman was? A fel- 
low named Adam. His address: the Garden of Eden. 
Things were pretty easy for him at first-—he had all 
he could eat, nice surroundings, good weather, but 
he was a little restless. There was something missing. 
Then one day he saw what it was. . . it was taking a 
sun bath over in one corner of the garden. What 
Adam saw there, gave him some real incentive to make 
a sale. And he went after that first sale in the world 
with vim and vigor. 

History tells us that he sold the lady Eve a bill of 
goods. She joined his firm. Perhaps the fair sex would 
say that Eve bought the best thing available at the 
time, but nevertheless we can be pretty sure that 
Adam’s sales proposition was mighty good. 

So the first sale was made and then look what hap- 
pened! 

Along came the World’s second salesman—a snake 
in the grass if you ever saw one. You might even call 
him the first in a long line of medicine men who were 
later to plague the world. Like the medicine men of 
grandfather’s day, this Garden of Eden serpent wasn’t 
concerned with customer satisfaction—he had a single 
product to sell (distress merchandise by the way) and 
once he sold it he skipped. 
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POYCHULUBY 


By DR. MELVIN S. HATTWICK 


Needham, Louis & Brorby, Inc. 
Chicago, Illinois 


YOUR 
CUSTOMER 


So you see of the first two salesmen in this world— 
one was honest and sold his proposition on the basis 
of complete customer satisfaction. The other fellow 
was dishonest—he didn’t give’a tinker’s damn about 
what happened as long as he got away. Now that’s 
pretty lousy selling and pretty bad psychology, just as 
Adam’s technique was good selling and good psy- 
chology, and this bad selling led then just as it will 
today to nothing but trouble. 

Well, we still have both types with us—good ones 
and poor ones. Ever since the day of Adam and Eve 
both have been selling other people and finally we’re 
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BUUSTS YOUR SALES! 


beginning to let this soak in: successful selling is the 
kind that not only moves merchandise, but also pro- 
vides real satisfaction on the part of the customer after 
he or she buys. 

And we’re learning something else about this busi- 
ness of selling. Today we not only sell things; good 
salesmen sell ideas. We move products into customer’s 
hands; and we also move ideas into his mind. 


For Sale: Things and Ideas 


Of course, salesmen for centuries have been selling 
things like apples, soap, clothes, homes and stoves and 
so on and on, but we are also selling ideas. Ideas like 
love, freedom, security . . . and things which you sell 
everyday, too, like quality and service and reliability. 
We've learned we can make a profit on these things. 
You can’t pick up love, you can’t pick up freedom, 
you can’t pick up security in your hands, but they are 
very real just the same. 

Not so many years ago a great salesman by the 
name of Roosevelt sold a great nation, even his critics, 
on an idea that nobody had ever thought was salable— 
security. It could be captured and held, he said. 
Ridiculous, said his critics and his enemies, but today 
everyone of us carries in his pocket a number, a Social 
Security numer if you please, proof of the fact that 
an idea as well as a product can be sold. Of course 
we've got to sell products to make profits, but there 
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are times when we've also got to know how to sell ideas 
which are often just as important to assure present and 
future profits . . . and one of those times is right now. 

Right now, all over America, there are so-called sales- 
men who are saying “Don’t you know there is a war 
on—don’t you know I haven’t got enough products to 
go around?” And this so called salesman is saying to 
himself, “I guess from now on I won’t have much 
selling to do.” 

You notice I have described this fellow as a so-called 
salesman. This wise salesman like a steel salesman 
friend of mine is the fellow who says, “Yes, I know 
there is a war on—it may be here for a long time. We 
may have a wartime economy and that is going to be 
tough on my customer. I'll have to put him on alloca- 
tion, possibly, and what does that mean? Not only his 
company, but his employees are going to suffer. Par- 
ticularly in those cases where they make peace-time 
products. Customers will have plenty of trouble, plenty 
of problems and by-gosh it is my job to help them find 
a substitute if I have to. If I can’t supply them with 
products, there are other ways I can help.” 

Now that’s good selling and it is good psychology. 
That kind of thinking in terms of helping the customer 
when he is in a tough spot even though the so-and-so 
wasn’t so good to you just recently—that kind of sell- 
ing and thinking means more sales when restrictions 
are lifted. We all know that and still you'll hear a lot 
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of salesmen say, “Don’t you know we're on a wartime 
basis?” Maybe you will say it. I'll be surprised if I 
don’t say it occasionally because that’s the easy way 
out... that’s just what you want to say—but don’t say 
it, Count ten every time you are tempted to say that, 
and remember how you feel when somebody says it to 
you. 

Remember that selling is not just selling things. 
Sometimes, as in the last war, you had very little to 
sell. Remember that selling is also selling ideas like 
service, and helpfulness in times of need, and reliabili- 
ty, and being fair, and even helping the customer to 
feel sorry if he insists on feeling sorry for himself. 
Whether you are selling rubber stamps that imprint 
Uncle Sam’s Eagle on paper or whether you are selling 
the idea of Uncle Sam, you are still selling. Maybe 
you will even have to sell patience before very long— 
and believe me that is no easy job as you all know. 

The First Step 

Now the first step in using psychology to do a better 
selling job is simply this—keep in mind that you have 
a lot more to sell than just rubber stamps or other 
kinds of stamps. In fact there is a pretty good chance 
(and it may even be happening right now) that before 
long you'll have many product restrictions. Of course 
the Government will buy a lot from you. But for cus- 
tomers not in that category you may be forced to allo- 
cate products. But you won’t have to allocate service, 
or understanding, or other help. You might even help 
vour customer learn how to use substitutes. But what- 
ever you do, do something that shows the customer 
you're interested in him! 

Remember that one of our greatest opportunities to 
build sales now and in the future is actually when the 
customer is in trouble. Maybe we can’t always supply 
products. But if we are fair about it and if we try 
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to help the customer in other ways, he'll appreciate 
our efforts and be ready to do more business with us 
when we do have products. 

And so the first step in using psychology to do a 
better selling job is this: Remember that selling is more 
than moving things from producer to consumer—sell- 
ing is also moving ideas from the producer’s mind to 
the customer’s mind. Ideas of helpfulness and friend- 
liness and honesty and integrity—ideas that the pro- 
ducer is as genuinely interested in helping the customer 
solve problems as he is in getting the order. 


Step Number Two 

Now here is the second way psychology can help 
you. Remember that good selling is not pressure, it 
is persuasion. 

You know just about anybody can sell somebody. 
You can see that by the number of marriages that take 
place every day. And when you go to lunch for exam- 
ple, selling takes place. Either he or she persuades you 
to go to Joe’s, or Mabel’s, or someplace else. You get 
agreement or you give assent, depending on whether 
you sell or whether you buy the idea. Pressure isn’t 
used . . . but selling takes place. You wouldn’t think 
of arguing about where you eat. You wouldn’t hit 
your friend over the head and drag him along to a 
restaurant you particularly liked. No, you use per- 
suasion and the best persuader usually wins. 

There are a lot of salesmen who believe that pres- 
sure rather than persuasion is best. You've all been in 
sales meetings, just as I have, where the sales manager 
will pound the table and say, “Look, you’ve got to go 
out and really put on pressure to sell this particular 
product.” You'll still find plenty of sales managers who 
instruct their salesmen to do just that. To do prac- 
tically anything to get orders, particularly in a time 
of product abundance. But more and more wise sales 
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from New York 
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MATHIESON 


"DRY ICE 


17 strategically located warehouses — supplied from 
one of the largest carbon dioxide plants in the 


~_¥ 7.7, ie) fe 


world — make it easy for you to receive Mathieson Dry MATHIESON DRY ICE WAREHOUSES 


Ice when you need it and where you need it. Each of 
these warehouses is adequately staffed and equipped 
to provide dependable service. Technical help is also 
available for assistance with your Dry Ice problems. 


A pure product, Mathieson Dry Ice is ideal 

for the refrigeration of food or for the carbonation 
of beverages. Visit or call your local Dry Ice 
warehouse and learn how Mathieson Service can 
benefit you. Mathieson Chemical Corporation, 
Mathieson Building, Baltimore 3, Maryland. 


SERVING INDUSTRY, AGRICULTURE 
Ice Cream Fievtp, May 1951 


Atlanta, Ga. Memphis, Tenn. 
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et Your Costs Bethe 
Judge for 7 Days! 


GO FURTHER! 


DRY FASTER! 


HOLD BETTER IN STORAGE! 
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ORANGE 


ALL POPULAR 
FLAVORS 


ALL MADE WITH 
PURE COCONUT Ol 


and Profit! 


That's all it will take—just a 7-day 
trial! You keep your own record 

of costs, coating consumption 

and quality. Compare how many more 
bars you get from a pound of 

CP Bar Coatings. Compare drying 
time and how they speed up 


output. Compare the way they stand 
up in storage because they are 

made with pure coconut oil (no 
vegetable oil is used). Finally, 
compare color and taste...and you'll 
know why CP Bar Coatings are 

the best news in years for bar 
makers who want to sell more bars! 


CHOCOLATE 
STRAWBERRY 
LIME 

WILD CHERRY 
BUTTERSCOTCH 


. 


Another CP Profit Booster too Good to Pass Up! 


. . | ifi 
FLO-MULS Liquid Emuisitier 
Enhances the texture and taste of oe — 
and reduces costs! Cuts whipping an as as 
time. Especially effective when butter, pias 
or frozen cream are used in mix. 
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THE CREAMERY PACKAGE MFG. COMPANY 


| makers are realizing that doing it that way is the hard 
_way. There’s an easier way, a way that is more satis- 


factory to both seller and customer, and that is the 
persuasion way, the psychological way, the way that 
avoids customer resistance and encourages customer 


| acceptance. 


Consider this example, for instance: 


A common practice not so many years ago of auto- 


mobile salesmen ran something like this. You may 


have had this experience. Jim Smith brings in his old 
car and he asks for an appraisal with the idea in mind 
of turning it in as part payment on a new car. Joe 
Blow, the car salesman, would usually walk around the 
car poking the upholstery, looking at the motor and 
finally circling the car once more, then he’d kick each 
of the tires. 


Well, a smart car dealer up in Minnesota noticed 
that one day, and he began to wonder why in the devil 
the salesman kicked the tires. He also noticed that 
those salesmen who didn’t kick tires had better sales 
records than those who did. And so he told all of his 
salesmen to quit kicking customers tires when they 
came in to trade old cars for new. 

The result—his business got much better. 

Well, the psychology to use in this case of selling 
cars is simple. When you understand a customer, then 
you compliment him; you make him feel superior, you 
see his side. That’s good psychology and it makes sales. 

But when you make him feel inferior, kick his tires, 
make him feel like a dope for bringing in such a lousy 
car, when you disagree with him, that’s bad psychol- 
egy; that loses sales. Now you may wonder why any- 
body would do a thing like that. I’ll show you in a 
moment. 

Now, let’s get down to the most important subject 
you can think of: you. How can you personally apply 
psychology to your own selling and to the selling of 
our salesmen? To show you how to do that requires 
a bit of mental surgery—on you. It won’t hurt, except 
possibly your feelings. So let’s get out the scalpel and 
start operating. 


You ... and the Customer 


First of all we'll start with the most important and 
interesting person in the world (See illustration A). 
Now there may be some doubt in your mind as to who 
the second most important person is, but the number 1 
spot on your hit parade of important people is occupied 


by you. You might not admit that in public, possibly 
you wouldn’t say it to your wife (who wouldn’t be- 
lieve it anyway), but it is true. To you the most im- 
portant person is you. So we'll take a look at you and 
see what makes you tick, or creak . . . and particularly 
what makes you a good salesman. 


START 
RAISING 
YOUR PROFITS 


1243 W. Washington Bivd., Chicago 7, Ill. 
Please send full information on 
[) CP BAR COATINGS (1) CP FLO-MULS 


Company 
Address . 

Then secondly we’ll do a little mental operation on 
a fellow we all like, particularly when he buys from 
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us ... our dear customer (see illustration B). Let’s 
stick the needle in and probe around that guy; find out 
what’s good about him, if anything, and why he seems 
such a cantakerous cuss so much of the time. We'll 
try to find out, too, why he never seems to see our side 
of the picture. 


We'll all agree, I think, that customers are very 
peculiar people. While we know that we’re normal, we 
probably ought to give our customers a psychological 
going over to see why they aren’t (we think!). 


And then after we look at you and your customer, 
let’s see how psychology can help bring the two of you 
together in a way that is mutually beneficial . . . so that 
what you sell and what he buys makes both of you 
happy and ready to seal it with a handshake. Or as it 
is pictured in the illustrations, let’s start with A, go to 


B, and end up with C (See illustrations A, B, C). 


Now let’s go back to illustration A... you. We'll 
spend most of our time on this fellow. There you are, 
or at least that’s what we like to think we look like 
to our friends or better halves, and particularly to our 
customers. Handsome, in our way, successful, men of 
distinction. 


Now behind that handsome countenance lurks some 
gray matter, more in some cases and less in others . . . 
wherein is housed what we call the mind. In some cases 
this mind is smart and in other cases dull. 


Your Mind... A Helpmate (?) 


In some cases this mind is a helpmate and in others 
it is horrible hindrance. You know the mind is like a 
little girl in the nursery rhyme with a curl in her fore- 
head. When it is good, it is very, very good and when 
the mind is bad it is horrid. Sometimes this mind of 
ours can get us into a whale of a lot of trouble. Now 
here’s an example in pictures. You’re walking down 
the street, minding your own business (and wondering 
where you can get some more) when along comes 
Irma (See illustration D). Suddenly you find the 
business you had in mind changing to something else. 
You can’t help but change, and like your caveman 
ancestor a certain section of your mind says, Wow! 
why wait? And here is what you’d like to do (See il- 
lustration E). That’s what you'd like to do. Well, the 
caveman did it. But you and I live in a different world, 
at a different time, under different standards. We are 
in a society where we have learned to control our 
wants. So what do we do? This is what we do (See 
illustration F). You tip your hat to Irma, keep your 
thoughts to yourself, and go on down the street. 


Every once in a while somebody does more than tip 
his hat to Irma or Blondie or Mae. We do what the 
mind thinks we'll like, and that can lead to trouble. 
Now this same mind which wants to get us in trouble 


with blondes is also one of the reasons why we get in | 
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CORN SYRUP 
puts you ahead of 
competition in 
every way! 
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Get out ahead .. . stay out ahead of 
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most sensational “‘ice cream sweet- 
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trouble with sales. It can be one of the biggest reasons 
why we lose sales, as I'll show you. 


Right now let’s put your mind under analysis to see 
how you tick when it comes to doing the selling job. 
First of all let’s assume that you’re ready to make a 
sales call. You’ve made sure that you know all about 
the product, how it is made and so on and on, and then 
armed with information like that you call on a cus- 
tomer who can give you a big order if you can sell it. 
You've done all of the obvious things like wearing a 
clean shirt, having your hair combed, your shoes shined. 
Maybe you have even read a book on how to sell and 
you know that the 5 steps are, first, use an approach 
that’s direct and interesting, second, illustrate your 
sales story with applied testimonials, third, explain 
your proposition, fourth, confirm what you said with 


actual testimonials. finally the 


close the sale with 


“which would you prefer” technique. 


Now whether you use a tested selling plan like that 
or whether you develop one of your own, you are all 
set to make a call . . . or maybe it is the 21st call. 
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So you call on Joe Doakes, the purchasing agent for 
the company or the firm you want to sell. You smile 
confidently and say “Good morning Joe” and then 
what! 

Right here a villain enters the picture and he isn’t 
Joe Doakes; his name is Elmer Ego (See illustration 
G). 

Elmer is smart. He lives in your mind, in fact he is 
your mind, the unconscious part. You don’t know it 
usually, but this fellow Elmer Ego practically runs 
your whole life. Oh, he is very loyal to you. He is 
interested in nobody else but you. He is selfish as all 
get-out for you, and the devil can take the hindmost as 
far as he is concerned. You are the important individ- 
ual, and he sits right up there on your shoulder and 
whispers things in your ear that you just love. 

He tells you what a smart guy or a smart gal you 
are, and who says he isn’t right? He tells you how in- 
teresting you are, how you just fascinate people. And 
since you are that way, isn’t it quite natural that other 
people should be interested in you? And in what you 
are interested in (which means your products)? And 
also what you have done that is so valuable for other 
people? 


Telling It All 


Now you take this new rubber stamp that you have 
just developed, that took a lot of planning didn’t it? 
Yes sir, lots of planning. And materials were tough 
to get too. That took smart buying. And then you 
had the best of craftsmen to make the stamp. What is 
more natural than to tell all that to Mr. Doakes, your 
customer. It’s important to you. 


Little Elmer Ego is sitting up there on your shoulder 
and he says, “You're absolutely right, boss” . . . so you 
tell Mr. Doakes how this is the finest rubber stamp line 
you've developed in your 25-year history. Hay you 
went to great lengths to get just the right rubber—the 
very best—and how your workmen have done a won- 
derful job. “Wouldn’t you say so as you look at it, 


Mr. Doakes?” 
Well, maybe he would and maybe he wouldn’r. 


Eventually you get around to telling Mr. Doakes, if 
he hasn’t said goodbye before that, something about 
what the new product will do for him, what it has done 
for others and how it can speed his operations or cut 
his costs. But too often, not just you, but all of us in 
selling, we get around to that side of the story too late. 

But suppose, instead of listening to Elmer Ego blow 
our horn, we think of the customer first. Suppose you 
approach the sale from his side and suppose you start 
out like this. 

“Mr. Doakes I know you use accounting forms, I 
also know that you have them printed—you have to 
have them printed in quantities which means that be- 
fore you use the last of them the form may have 


Ice Cream Fiero, May 1951 





<= 


PLUS 


A Production Superintendent said: 


“Now, | am much wiser 
Since using V.C.-PLUS Stabilizer.” 


(Uses V.C.-PLUS in ice cream and ice milk. ) 


GERMANTOWN enszencrery, ., 


WAREHOUSE STOCKS, PHILADELPHIA, PA.—SAN FRANCISCO, CAL.—PORTLAND, ORE. 
WAREHOUSE STOCK AT OREGON TRANSFER COMPANY: 1238 NORTH WEST GLISAN STREET, PORTLAND 9, OREGON 





changed several times, isn’t that right?” (It is—as you 
found that hour before you came to see him.) 

You continue, “Wouldn’t you be interested in cut- 
ting your costs on those accounting forms from 50 to 
75°,?” Of course he would and he says so. 

“Well, here’s a stamp that does just that—it is a 
rubber stamp you can use on a standard accounting 
form over and over. The cost of using this rubber 
stamp compared to printing your forms is insignificant. 
You’d like to show a real saving on the cost of the 
torms, wouldn’t you Mr. Doakes?” You bet he would, 
and now you've got his interest because you have pre- 
sented a proposition right from the start from his side. 
Your approach is exactly what he is interested in— 
not how the stamp is made, or “how is business these 
days, Mr. Doakes?” He is not interested in those 
things particularly, or in talking to you about them. 
He is interested in Joe Doakes . . . and how he can do 
a better buying job . . . so that his boss will realize that 
Joe Doakes is a pretty good man and will give him a 
raise .. . so Joe Doakes can buy a bigger car and take 
better care of his family . . 
impress his friends. 

It’s a chain reaction 


. wear better clothes and 


-he is interested in only one 
person, Joe Doakes . . . just as you are interested in 


only one person—you. And one of his least interests 
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is you and your company until you show him that you 
and your company have something that will benefit 
him. 

You know, just as I know, that we ought to sell 
from the customet’s side. I think you have all read 
books on selling at one time or another—you have 
heard men talking about it. You'd agree with the 
things which have been said, particularly that you 
should get over on the customer’s side and sell from 
his point of view. Talk about the product in terms of 
what it will do for him, sell your service for what it 
provides, sell your plan for what it can give the cus- 
tomer. You'll all agree to statements like that, but you 
don’t follow it. That’s right—you don’t follow it. 
Lots of times I don’t either . . . and here’s why. 

Elmer Ego, this little so-and-so, gets us all wrapped 
up in what is known as the egocentric predicament. 

What’s that? 

Well it is just about as bad as it sounds. 

The only good thing about it is this—everyone is 
afflicted by it, But if you understand and avoid it, 
brother you’re all set to do a good selling job. 


You and the Egocentric Predicament 


What is it? Well, the egocentric predicament is 
the “I think” complex—we all have it. It is the “I 
know complex”—it is the “I don’t want to hear what 
disagrees with my opinion” complex. It is the complex 
that closes your eyes and your ears to criticism, to sug- 
gestions, thinking about anyone else but yourself. 

It is the “I am better than you are” attitude that 
you see in both children and adults. Watch the kids 
sometime—you try to discuss something they don’t like, 
and they put their hands over their ears. They don’t 
want to hear it. That carries over into adulthood and 
many adults close their ears for things they don’t 
want to hear. This is the egocentric predicament we 
all fall into . . . the unconscious desire to think only 
of ourselves, and not of the other fellow. 

A few years ago a leading soap maker told me 
something like this, “You can lead a horse to water, 
but you can’t make him drink. You can tell a sales 
story, but you can’t make the prospect buy. He must 
want to buy what you have to sell. That’s why we 
spend so much time and money now finding out what 
the customer wants and then making certain that our 
salesmen present our sales story from the standpoint of 
what customers want.” 

Yet it’s surprising, amazing, even tragic how many 
manufacturers, business men and others who make 
such statements, don’t practice what they say they be- 
lieve. 

Why? Because of this egocentric predicament we 
fall into, because selling as other people would want 
you to sell, puts you (at least so your mind reasons) 
into an inferior position. You don’t like to feel in- 
ferior—you want to be superior, to dominate. To be 
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genuinely interested in the other persons problems 
means this: you’ve got to put yourself out to do an- 
other’s bidding. You've got to forget the “I” and con- 
centrate on the “you,” and that is terribly hard to do. 
And things that are hard to do we just don’t like to 


do. 


So your ego shouts, “Sell your way, don’t sell his 
way, show him who is boss.” Then you are right back 
in the predicament again. You listen to your ego and 
tell the story from your side. When it doesn’t work, 
you may begin to argue—we forget so easily and quick- 
ly that persuasion, not argument, is the most effective 
way to sell. 


Well, that’s painting a pretty pessimistic picture of 
you, isn’t it? How in the dickens do you get out of 
such a mess? It really isn’t very hard . . . when you 
first understand that you are often in an egocentric 
predicament, and so is everybody else. 

Everybody else? That's right. So what does that 
mean? You're right ... your customer is in the same 
fix? When you realize that your customer, like your- 
self, is subject to this same malady, you can do this. 

First you can start thinking about what he wants, 
in your product or proposition (which you should do 
anyway), particularly what he wants to hear. 

Then secondly, you start telling your sales story in 


terms of what the customer wants and this iS what 
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happens: You come out of the egocentric predicament 
and your customer gets into his deeper and deeper. 
And he loves it. 

Even when he knows what's happening, your cus- 
tomer enjoys it. What’s more important he begins to 
see you as a most understanding person, one who can 
see his problem and suggest good solutions. And when 
that happens you are winning a customer and increas- 
ing sales. 

Have you heard of the slogan of General Motors? 
[t is this: “Find out what people want and make more 
of them; find out what people don’t want and make 
less of them.” For your customers, find out what 
they’re interested in and talk more about it. Find out 
what they are not interested in and keep your mouth 
shut about that. And remember they aren’t particular- 
ly interested in you. 

A young soap salesman had a hard time getting 
orders and he worried about it. There wasn’t anything 
wrong with his soap so he reasoned that the trouble 
must be with himself. Sometimes when he failed to 
make a sale, he would try to find out asking the store 
manager. “Tell me honestly what did I do wronz 
when I tried to sell you soap just now—please he 
frank.” Well, this young fellow made many friends 
by admitting he hadn’t done a good job, by asking tor 
advice. How many of us do that? 

Later on he became President of Colgate-Palmolive- 
Peet Company—his name is Mr. E. H. Little. 


Some Simple Rules? 


When I talk to a group of manufacturing and sales 
executives, I am usually asked for some simple one- 
two-three rules to follow in using psychology to help 
sell better. Actually it isn’t difficult at all to give you 
some very simple rules that can help you in your job 
and help me in mine, and here they are. 


Rule number 1: Use a mirror more of ten—not for 
the reason that your wife uses it, but for another rea- 
son. 

Take a good look at yourself each morning and ask 
yourself this question before you make a sales call: 
“What in my product or sales proposition is most in- 
teresting to my customer—what will it do for him?” 
Look the guy in the mirror straight in the eye and 
answer that question honestly and from the customer’s 
side. That’s the first step in successful selling. 


Rule number 2: Admit you can be wrong. 

Now your ego won’t admit it. You've got to fight 
your ego on that point. But remember always that the 
ego is trying to close your ears and your eyes to con- 
structive criticism, to suggestions, to ways to improve 
your selling. Watch your language, count the I’s you 
use, the number of times you say I this, I that. Also 
see how many times you say “you.” When the ratio 
gets about 10 to | in favor of the I’s, it is about 100 
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to | that Elmer Ego has got you in a bad way. You're 

selling right when you admit you can be wrong 
Rule number 3: Admit the other fellow can be right. 
Open your eyes and your ears to constructive criti- 


cism. Other people, even customers, can help you im- 


prove your product, your sales presentation, even your 
business, as Mr. Little’s experience indicates. Admit it, 
and once in a while ask a customer you haven’t sold 
just why you didn’t sell him. That’s hard to do. I 
don’t suppose many of you will do that. It takes a big 
man to accept criticism and like it. But big men profit 
from it. 


Rule number 4: Be a good listener. 

Many salesmen believe that they must do all of the 
talking. That is the ego at work. The good salesman 
gets the customer to talk, and 9 out of 10 customers 
are just waiting for the chance to tell you what they 
think. It may not be about your particular product, 
but they are very much interested in talking rather 
than having you talk. Lots of times they'll sell them- 
selves if you let them take over. Remember that your 
ego wants you to be the big wheel that makes the 
noise, but you can beat your ego by letting the Cus- 
tomer make that noise. You can settle for the sale. 


Rule number 5: and this ts practically the only rule 
that is necessary because tf you practice tt, all the others 
fall right in line. Sell unto others as you would like 
them to sell unto you. 

When you sell others as you would like them to 
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sell you, then you are going about the job from the 
customer’s side. You start with what the product will 
do for him. You forget how important you are and 
vou remember that he is an important person. You 
can see your own mistakes and you can see where the 
customer is right. You become a good listener who 
is trying his best to serve the customer the best way 
possible. If we all used this golden rule in selling 
(which we don’t) if we really practiced it, we know 
what would happen. Our selling problems would be 
few and far between. 

If you will remember those five rules and practice 
them, you'll be better salesmen, better sales executives. 
If you pass them along to your salesmen, they will help 
them. Practice these rules and you'll enjoy your work 
more. What’s more you'll find it is a lot easier to do, 
and you'll be doing what successful sales executives do 
every day. 


Your Customer 


O.K.—let’s take a look at this guy who buys—let’s 
see how he does it—let’s do a little mental surgery on 
him just as we have been doing it on you. 

Now in an earlier illustration we have a picture of 
this fellow as he usually looks when we call on him 
(See illustration B) —our customer. Maybe that is the 
way we think he looks. Maybe we think he looks that 
way because he isn’t giving us the order. 

Let’s give him a break and picture him as we'd like 
to have him look (See illustration H). Here he is as 
we prefer him to look and as we meet him on our call. 

Now as you open his door these may be his thoughts 
as you make your second or the twenty-second call. 

“M-mm, nice fellow this salesman—tough selling 
job—don’t want to hurt his feelings, but I can’t buy 
today. The boss told me to cut down on all non- 
essentials. Well, I'll give him a listen and then ease 
him out. Salesmen never seem to have much to help 
me anyway—they are always talking about what a 
big company they represent, what wonderful stuff they 
make. Here are the things I care about—how will the 
products help me out, ease my work, reduce my costs, 
so I'll look smarter to the boss . . . make me important, 
maybe someday rich. Why don’t salesmen think about 
those things before they make their pitch. (Aloud) 
Oh, hello Joe, come right in.” 

Well that is the sort of thing that may be going 
through the customers’ minds as you call. Or maybe 
he’s just plain irritated that you're calling on him 
when he’s so busy. Here’s your chance to apply psy- 
chology . . . and you do. 

You know what he wants—a product that cuts time 
and effort, reduces costs, makes greater profits. He 
agrees, so you tell him the success story of the products 
used by X company, how they have helped them cut 
their costs and increase their profits. He can get the 


Ice Cream Fretp, May 1951 





/ 


You Can Measure Its Delivery Savings 


EVERY 2 


‘i 





Seabteot 


ICE CREAM 





CHECK THESE EXCLUSIVE ADVANTAGES OF THE WHITE 3000 


SAVES SPACE IN TRAFFIC GREATER MANEUVERABILITY 


The records are in... from coast to coast. Never has a 
new truck development won such universal acclaim. From 
all lines of business, large and small... from owners.\.. 
fleet superintendents, mechanics, drivers...the reports 
are the same: The White 3000 saves so much time in 
traffic... saves so much driver energy...and is so 
quickly maintenanced ... that its delivery savings can be 
measured every day in terms of more deliveries per day 
... lower cost per delivery. 

If you have not looked into this entirely new and better 
truck for your delivery service...we urge you to see 
your local White Representative for a demonstration in 
your business. 


THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


LOW LOADING HEIGHT 


BETTER VISIBILITY... SAFETY 


HAVE YOU ENLISTED IN THE 
WHITE EMERGENCY SERVICE CORPS? 


See Your White 
for Full 


FOR MORE THAN 50 YEARS THE GREATEST NAME 


Representative 
Details 


IN TRUCKS 


























same results, you point out. Now he wants to know 
more and you tell him more. 

All these things interest him because you are going 
hts way, saying in effect, “Here’s the method whereby 
you save time and effort, reduce costs, and make a 
profit.” And when you talk that way, when you show 
him evidence he wants to see, he begins to realize he’d 
be pretty smart if he did business with you. Why? 
Because if he buys your product he is going to look 
better on the books—his boss will know he is smart 
for having bought something that does more business 
for his company, or that cuts cost. His Elmer Ego is 


feeding him the same story that you are telling him. 


He is beginning to agree with you because what you are 
talking to him about are the things he wants. You're 
selling him the way he wants to buy. 

In other words, when you sell like that you are 
turning the Golden Rule into the Golden Sales Rule. 
You're selling unto others as you would like them to 
sell unto you. 


New Customers 


Now let’s briefly take a look at another kind of a 
customer the lot of 


things, including the fact that we are lazy, most of us 


new customer. Because of a 
do things as much as possible the easy way. Instead 
of digging around for new business, we hight among 
ourselves for a fair share of what is obviously avail- 
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able. This is typical of a good many industries. We 
get a hold of the customer from either side and we start 
pulling. One year you have him and the next year 
somebody else has him (See illustration I). How much 
better it would be for all of us if we used our energies 
to expand sales opportunities, not divide them up. 

For example: Coca Cola used to be sold in drug 
stores. Then they decided to go after a bigger market, 
the grocery store. Many sales executives watched with 
interest the reaction of drug stores. There was some 
grumbling, but not too much. The net result was that 
Coca Cola sales have boomed in groceries and have not 
dropped in drug stores. In fact today 65‘, of drug 
stores not only make Cokes at the counter, but they 
sell the 6-bottle carry-home package. 

No, Coca Cola didn’t sit still and divide the mar- 
ket—Coke went after new markets and everyone bene- 
hited. 

And speaking of new ideas, let me tell you about a 
whing-ding. 

You've heard of the name of Toni. You know when 
Toni first came out with a home permanent, the $5 
and $10 home permanent people just smiled. “You 
think you can get a woman to do her hair at home 
with results as good as a beauty parlor treatment? 
Nonsense,” they said. Nonsense? Let me give you 
some figures. 

The Harris Brothers after making a tremendous 
success of that new business idea sold it for twenty mil- 
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lion dollars to Gillette. But here is the important thing. 
Four million of that twenty were for the physical as- 
sets of the company—the plants, manufacturing fa- 
cilities, etc.—and sixteen million were paid for the 
good-will and the Toni name! 


Today women all over the United States wear 
permanents who could never afford them before. 


Yes, when you explore new uses for old and new 
products, you are using psychology to help you sell 
better . . . because new uses for products not only 
bring you new business, they provide customers with 
the means to improve their business. 

Your employees profit from the new business in 
terms of more employment for them. 


And all down the line the stores that do business 
with you, the grocery that does business with your 
employee, the supplier who supplies you with materials 
to make your products, everybody benefits when you 
do a better selling job. 


The Right Kind of Selling 


If this article had been published earlier, 1 wouldn’t 
say what I am about to say because things were quite 
different. We were all actively looking for business. 
There weren’t thoughts of shortages of materials, of 
help, of machinery. But in a matter of weeks we have 
suddenly changed from a so-called peace-time economy 
to a semi-war economy. 





And in that time something dangerous has hap- 
pened, of which we may not be too aware. Like the 
egocentric predicament it has, and is slipping up on 
us quietly and unnoticed. I mentioned it earlier. Men- 
tally and physically we’ve quit selling and we like the 
idea. We like to be order takers. We're slipping back 
into a very comfortable role of the self satisfied pro- 
ducer who says, “Sorry I can’t help you—don’t you 
know there’s a war on.” 

Well, we’re going to hear a lot of that kind of talk 
from salesmen who never knew what the word selling 
really meant. This country was built on the sweat and 
blood of pioneers who cut down forests and built cities. 
But keep this in mind: it was also built by another 
kind of pioneer. The pioneer whose ability to sell the 
American way has made this nation the greatest in 
the world: the salesman. We need men, we need wom- 
en in this country who can sell, not to take orders. Men 
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and women who serve customers by bringing them 
products, and services, and understanding, and make 
such customers happier and more productive people. 
Here is another important reason why those of us 
whe sell will have to do a better selling job in the days 
ahead. There is a fellow named Joe—his last name is 
Stalin. He doesn’t like a lot of things like the fact 
that you people own your own plants, your own busi- 
nesses. He doesn’t like free competition, he doesn’t 
like individual freedom or initiative. And when Joe 
and his Moscow gangsters move in as they did in 
Czechoslovakia, the first thing they do is liquidate or 
quietly dispose of free competition and individual free- 
om. 


No Salesmen There 


There are no salesmen over there—they aren’t 
needed because people are told where they shall work 
and what wages and in what conditions. They get told 
what to produce, and customers are told where they 
will be permitted to buy and at what price. Competi- 
tion is destroyed. The incentive for achievement and 
progress is gone. If you accept the party label perhaps 
you might continue as the manager of the business you 
formerly owned, and yet even that is unlikely. 

Probably no group of people engaged in the Ameri- 
can system of free competitive enterprise and oppor- 
tunity should be more concerned with and dependent 
upon the preservation of our competitive system, than 
you gentlemen . . . because all of you are owners of 
your own businesses, and you’re usually the top sales- 
man in your business. 

You built these businesses not just by producing the 
products customers want, but also by going out and 
selling them. Maybe you won’t have as many products 
to sell in the near future—because of shortages—but 
whether you have products to sell or not, you have 
this job to do: to sell present customers and prospects 
on you, on your service, on your ability to come 
through, and even on your products even when they 
are scarce. The time isn’t too far off when there may 
be plenty of products available, and then you will be 
able to do the right selling job because you have been 
doing the right kind of selling job all along by serving 


the customer. 


The Right Kind of Job 
To do that right kind of job whether you are selling 


products, services or good-will, remember how psy- 
chology can help you. 

Remember, first of all, that you are pretty sold on 
yourself and that while you may think you are terrific, 
other people (particularly your customer) may not 
agree with you. 

Secondly, look at yourself in the mirror in the morn- 
ing and ask yourself this question before you make a 
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“IT DOESN’T TAKE A SHERLOCK” 


... to detect the advantages of MIXEVAN! 





It's as “elementary” as your 


Selanne EUW 2 MOORE : 


taste buds... ice cream made 


with powdered vanilla flavoring 





has a subtle—delicate—steady flavor 
that just can't be achieved with 
extracts. This very appreciable 
difference helps explain the tremen- 
dous popularity of those quality 

ice creams that use MIXEVAN 


powdered vanilla flavoring. 





Other Vanilla Products by 
Michael for Special Uses 


me TRUE VANILLA SUGAR 
° for custom made ice cream 
| ( ® } Pa | ( » ~ TWIXT for populor-priced 
. ice cream 
CREST for use in novelties 


Vlixevan 


DAVID MICHAEL & CcO., Incorporated 


The Powdered Vanilla with the Locked-In Flavor Half a Century in the Flavoring Field 
3743-63 D STREET- PHILADELPHIA 24, PA. 


For further information and prices see our representative or write direct 
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Sell Unto Others 
As You Would 
Havre Them Sell 


Unto You 











call. What will my product or proposition do for the 
customer? What’s in it for him? If there is something 
in it for him and you let him know it right away there 
will be something in it for you. 

Third, remember Irma and Blondie, which won’t be 
hard. Remember the wants that little lady can arouse 
... and how much trouble that can get you into. Then 
remember that in selling, too, you’ve got to under- 
stand your ego. Your ego likes to get you to do things 
that other people do not like. Watch out for it. Un- 
stand Elmer Ego, keep him in his place. In fact, try 
to get rid of him. 


San 
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And when you’ve got your ego under control you've 
got the egocentric predicament under control too. Keep 
yourself out of that and you will sell what customers 
want to buy. The result is always more sales and more 
business. 


Fourth, remember that business doesn’t expand when 
you are dividing up the market. Use your knowledge 
cf what customers want—your knowledge of selling 
psychology to develop new sales areas. The results 
are not only beneficial to you but to your whole in- 
dustry. 


Basic Psychological Rule 


And finally, whether you are selling old customers 
or new, whether you are selling ideas or things .. . 
even when you are selling your wife a proposition which 
you are pretty sure she will actively resist . . . keep 
the following basic psychological rule in mind. Use 
it well and it will never let you down—it will always 


help you do a better selling job. 


“Sell unto others as you would have them sell unto 
’? 


you. 





This article is based on a talk made at the annual convention of the 
Marking Device Association, held recently in Chicago. 


earch 


will be 
you will reap 
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824 SOUTH WEST STREET 
INDIANAPOLIS, INDIANA 
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What factors affect 
"melt-down' in ice cream? 


Unless it is an inferior product, the con- 
melted form. So to meet his standards, 
your ice cream should fall only within 
these broad extremes: _—™ 
up" too long after being Ayr 
Subjected to room temper- 
ature. That is, it should 
were a custard. 
2. It should not give the impression of 
being thin or watery when it does melt. 
creamy appearance. 
Kind and amount of stabilizer 
If ice cream melts too slowly, the probable 
melts too fast or to a very thin consist- 
ency, additional stabilizer will probably 
help. 
some of the vegetable type 
Stabilizers melts down 
faster than that made with 


Sumer rarely sees or eats ice cream in 
1. It should not "stand- 
not retain its original shape as if it 
Melted ice cream should have a rich, 
cause is too much stabilizer; if ice cream 
Ice cream stabilized with 
gelatin. 


Contributing causes of slow melting 


1. Excessive fat clumping in the mix. 
This may be caused by homogenizing at 
too low a temperature. (Note paragraph 
on Gelox) 

2. Drawing ice cream from freezer at too 
low temperatures, particularly when us- 
ing continuous freezers. 


°Curdy" melt-down 


This is caused by precipitation of a part 
of the protein in the mix. It may happen 
when any factor tends to de-stabilize the 
protein. These factors include: 

1. High or prolonged heat. 

2. Too high calcium content. 

3. Too high acidity in the mix at the 

time of homogenization, particularly if 

high pressure is used. 

4. Reaction between some of the stabi- 

lizer and mix components. 

5. Too long storage at low temperatures. 
Occasionally ice cream on melting will 
tend to separate or whey off. This con- 
dition is closely associated with the de- 


velopment of curdy-melt-down and caused 
by essentially the same factors. 


Foamy appearance 


Some ice cream melts down to leave a mass 
of foam. This may be caused by: 
1. Too low mix viscosity. 
2. Large air cell structure — particu-— ~ 
larly due to excessive whipping before 
freezing. 
5. Incomplete or improper stabiliza— | 
tion. 


Gelox 


When used at the right proportions, Gelox 
assists in imparting to ice cream a highly 
desirable melting quality. It 
permits a normal rate of melt- 
ing and proper fluidity coupled 
with rich, creamy body. 

Gelox is particularly helpful 
in overcoming slow melt-down 
that might have been caused by 
fat clumping, as Gelox acts on 
the fat phase in the mix and assists in 
keeping the fat particles small and sep- 
arate. 

Even more important, besides assisting in 
proper “melt-down", Gelox gives your ice 
cream a distinctive body — creamy, extra- 
smooth texture. A Gelox mix requires no 
aging — has low and uniform viscosity for 
maximum ease in handling, economy in proc-— 
essing. 


Dd 
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Order a trial shipment at the quantity price fora 
test in your own plant. If not satisfied, you say 
return the unused product for credit at our expense. 


Switt & Company 


Stabilizer Department 


A ; ©) 9 AY 


Makers of Gelox, Vestirine, and 
Vel-o-teen Ice Cream and Sherbet 
Stabilizers and Velvatex food gelatin 























JERSEY DAIRY has a policy of catering 
to youngsters. One phase of this policy 


is the “kiddie bar pictured above. Also 
seen above is a photo of Edith Johnson, 


capable executive of the Spencer, lowa 
organization. 





“hnow-How With Ads 


EPORTS currently circulating in the trade in- 

dicate that one of the most interesting talks given 

at the recent convention of the Iowa Association 
of Retail Ice Cream Manufacturers was that pre- 
sented by Edith Johnson, an executive of Jersey Dairy, 
Spencer, Iowa. Her topic was “How And When to 
Advertise.” 

Consequently Ice Cream Fievp consulted this indus- 
try leader and asked her to expand on her theories 
concerning the most advantageous methods of ad- 
vertising ice cream. She began by defining advertising 
as “the force that brings the public toward the prod- 
uct,” and continued as follows: 

“Advertising is not a new business. It was employed 
even before writing was developed. For example, store- 
keepers used to display symbols to indicate the type 
of merchandise available within. An emblem of a 
goat—to illustrate—signified a milk seller’s stall. 


“Today, advertising has come to be a tremendous 
business, involving expenditures of hundreds of mil- 
lions of dollars annually. Accordingly, we should 
establish a budget for our advertising, allowing a speci- 
fied percent of sales for this purpose. I try to stay 
within two per cent of my sales, but last year I spent 
2', per cent of the total sales. 


“In setting up an advertising budget, the ice cream 
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manufacturer must determine which of the various 
media he is going to utilize. He can use newspapers, 
radio, theatres, billboards, illuminated signs, point-of- 
sale materials, animated characters, and many others. 
Usually, the type of advertising depends on whom the 
manufacturer is trying to sell, which in turn is depend- 
ent upon the location of the store. For example, if 
your store is situated in the vicinity of a high school, 
naturally your advertising should be directed at teen- 
agers. 


5c Cones Featured 


“Since our store is located near a local swimming 
pool, we cater especially to children. We feature five- 
cent ice cream cones and a complete line of frozen con- 
fections. To catch the eyes of the youngsters (and 
those of their parents) we have installed in our front 
window a mechanical cow which measures two feet 
high and which chews her cud and swiches her tail. 

“In one corner of our sales room, we have a minia- 
ture bar, with brightly-colored stools for the ‘small 
fry.’ Directly in front of the bar is ‘Bobo,’ a mechani- 
cal clown who sits on a brightly decorated box and eats 
ice cream with one hand while rubbing his tummy with 
the other. On the walls we have colorful decals of 

(Continued on page 84) 
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Some things give“ 
There’s nothing like it—that 

well-deserved snooze after a good go at the lawn. 

Nothing either, like the feeling that comes 

when you know you've given your product the best, 

all along the way. 
This means, of course, that you've 


used sugar. It is always uniform, has more 


sweetening power, and brings out the best flavors 








of higher-priced ingredients. You know that 
its use will heighten the quality of your produc. 


For your own gratification 


“~*~ 
| 7 
, —and your customers’! — 


use sugar. It pays off in 


5 solid satisfaction! 
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ANY companies in other businesses than ours 
M are already laying out a definite service plan 
to help their clients, distributors and dealers 
ward off the necessity for new machines and equipment 
at times when it may be impossible to supply their re- 
quirements. Translated into our ice cream business, this 
can refer to ice cream cabinets, soda fountains, mixers, 
luncheon equipment, and many other items. Most im- 
portant of course are cabinets, for they are expensive 
and in so many cases belong to the ice cream company. 
What kind of service and inspection program have 
you set up for this year? Are you taking stock of the 
state of repair of your cabinets and your dealers’ cabi- 
rets? A little work now may eliminate a lot of work 
later on; when perhaps repairs will in short supply; 
when copper tubing and brass fittings, controls and 
valves, etc., may be slow in delivery, and maybe difh- 
cult to secure at all. Perhaps you have a good service 
set-up right now; men who know your cabinets’ case 
histories; just what most of them require today. You 
could lose those men, or some of them, couldn’t you? 
We suggest that NOW is the time to consider this 
situation and do something about it. 

It might be wise to organize a complete inspection 
of all your cabinets; work out a good written report 
form for use on each installation; and then decide just 
what major repairs are indicated. Such inspection could 
be combined with the actual doing of minor repairs 
and adjustments so often needed at the start of the 
season. Your report should be made to cover not only 
the requirements that might necessitate a major opera- 
tion, but also cover the minor difficulties, as well as a 
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By HAROLD F. PIERCE 


The Harold F. Pierce Associates 
London, Ontario, Canada 


work order showing what had been done at inspection 
time to bring the equipment into working condition. 
This procedure could save you a lot of money. 


We had hardly worked out of the wartime psychol- 
ogy of dealers and dealers’ employees where the cus- 
tomer was always wrong; there was still a lot to do 
with our consumer contacts, our dealers, to build good 
will for our products; now, here we are again with a 
dangerous situation on our hands. Dealers are already 
taking the attitude that its too much work to serve 
children; to much work to sell cones; too easy money 
in other things to bother much with ice cream. This 
ice cream business does have its headaches, doesn’t it? 
So, what about your fellows who can’t see anything in 
dealers’ meetings—meetings where you get together 
and talk about the current situation and lay the cards 
face up on the table. Men are fairly reasonable beings, 
and a frank and open discussion of this subject of 
proper treatment of customers ought to produce some 
results. 

Prices have changed; trends of consumer wants have 
changed; lines carried for sale are changing; costs are 
a subject of continual argument. Wouldn’t it be a 
good thing to talk it over in groups? Not necessarily 
in large groups, but a few good dealers together with 
you and your key salesmen could sit down together, 
perhaps around a dinner table, and bring out a lot of 
constructive discussion on what is the best thing for all 
concerned in the long run. If this war scare would 
turn into a shooting war, all this would be of value to 
you. It would be a preliminary to later meetings to 


(Continued on page 86) 
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NY ice cream manufacturer, distributor or re- 
tailer would be well rewarded if he took the 
time to visit one of the most interesting opera- 

tions on the Pacific Coast. Drive along U. S. Route 
No. 99 into Vancouver, Washington, and stop off at 
the plant and retail store of the Holland Creamery 
Company. You can’t miss it and anyone in town will 
direct you to 1714 Main Street in Vancouver, a few 
miles out of Portland, Oregon. 

Here is a combined manufacturing and retailing 
operation noteworthy for its oitealens of many sound 
business principles. Low overhead, and adroit use of 
space in the production and selling phases of this firm’s 
business have made for unprecedented profit insurance. 

The Holland Creamery started 


Company was 
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PRODUCTION + 
PRUMUTIUN = 
PLUS PROFITS 





NIGHT VIEW of the Holland Creamery Company retail 
outlet in Vancouver, Washington, hints at the inherent 
beauty of this modern store. Entering the store, the 
visitor comes face to face with a take-out ice cream sec- 
tion, including a self-service ice cream cabinet. The cab- 
inet is advantageously located near the cashier's desk so 
that persons leaving the store are reminded to ‘take some 
home for dinner.’ Below are seen two views of the soda 
fountain, from which both counter and booth customers 
are served. 





twenty-eight years ago by Jack Propstra. Now his 
son, George, has joined him in this business which 
serves a town of 50,000 people. Fourteen years ago a 
retail store was opened at the plant and proved so 
successful that it was renovated and enlarged just a 
year ago. The store now seats 100 patrons and func- 
tions close to capacity seven days a week from 7 A.M. 
to 12:30 A.M. Logically, ice cream and complementary 
food products are featured at the store for on-premises 
consumption as well as take-out sales. 

The store itself, as shown in the accompanying 
photos, is highly attractive. The large glass windows 
at a prominent corner location attract trade from two 
main thoroughfares. As you enter the glass doors the 
ice cream cabinets capture immediate attention. These 
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modern, glass-topped Frigidaires adjacent to the 
cashier’s location stimulate sales of packaged ice cream, 
usually available in ten flavors and supplemented by 
ice cream pies, fancy center rolls and ten-cent cup sun- 
daes and sandwiches. 

Behind the counter is the Weber soda fountain, 
situated so that it can serve counter trade as well as 
booth patrons easily. In back of the fountain, along 
the wall that separates the store from the kitchen, is a 
conveyor belt which carries the fountainware and dirty 
dishes silently and quickly into the kitchen and to an 
automatic dishwasher. Thus there is no garbage dis- 
posal or refuse in sight of the public at any time. The 
kitchen in the rear of the store has facilities for daily 
baking of cakes and pies. It is just a few steps from 
the ice cream manufacturing plant which appears small 
in size yet produces not only the quantity desired by 
the store but also the needs of more than 100 other re- 
tailers in the county who are served on a wholesale 
basis. The ice cream is produced on an eighty-quart 
Cherry-Burrell continuous freezer and a forty-quart 
Cherry-Burrell batch freezer. The plant also boasts a 
Univat made by the same equipment manufacturer. 
There are two hardening rooms adjacent to the 
freezers. 


Because space is at a premium, the Propstras de- 
cided several years ago to change from the round to 
the square paper cans. This square disposal can for 
bulk ice cream, known as the Shainwood Container 
and made by the Container Corporation of America, 
holds 3'/, gallons of ice cream. Requiring small stor- 
age space, and easy to set up, it is shipped flat as 
shown in the plant pictures. The Propstras, father 





FILLING OF the Shainwood Containers is illustrated in the top, 
left photo. Note the contrast between the square and round car- 
tons. In the top right photo, Jack Probstra, founder of the Hol- 
land Creamery Company, accepts a Gold Medal from Professor 
GS. H. Wilster following the judging contest at the recent conven- 
tion of the Northwest Association of Retail Ice Cream Manufac- 
turers. At the right is a view of the simplified scooping technique 
made possible by the square containers. 
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and son, are enthusiastic about the square can which 
holds 40 per cent more ice cream than the conventional 
2'4-gallon round type container, yet requires no addi- 
tional storage area. They report that it’s easy to fill, 
takes less room in the delivery trucks, is easy for the 
driver to carry and fits perfectly in the modern ice 
cream cabinets. They are able to store two cans in a 
cabinet compartment, or seven gallons instead of the 
usual five gallons in a sleeve. The firm continues to 
fill some round cans, however, for the few outlets that 
have the old style cabinets which do not permit the use 
of the square container. The photos illustrate the 
filling of the containers and show the round can also. 

The Holland Creamery makes its own ice cream mix 
and features a commercial ice cream of a twelve per 
cent butterfat with a ninety per cent overrun. Usually 
two good quality sherbets, preferably pineapple and 
orange flavors, are available. The big promotional job 
is done daily at Holland’s own retail store by the use of 
point-of-sale displays which stimulate interest in the 
quality sundaes, sodas, and milkshakes. However, the 
Propstras also use billboard advertising, newspaper, 
bus and a little radio promotion. They have also 


printed 10,000 color postcards showing the store and 
plant. These have been made available to the public. 
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Whether it's the conventional Chest Type, 
Extra Capacity, Glass Top or Open Top 
Merchandising cabinets you want, 
you'll find that Schaefer cabinets Sell Ice 
Cream. You'll find, too, that Schaefer 
cabinets are not only the finest, but the 
best buy, too. Yes, Schoefer gives you 
the most complete line in the industry and 
the finest in design, appearance, con- 
struction and depenfable, trouble-free 


performance. 





SCHAEFER INC. 


MINNEAPOLIS © SINCE 1929 
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NORTHWEST ASSOCIATION of Retail 
lce Cream Manufacturers convened in 
March at Gearhart, Oregon. Pictured 
there were (left to right): 


ist ROW: Dory Call, Mrs. A. Pruitt, Archy 
Pruitt, Bayard Hillway and Harry Johnson; 
2nd picture: L. Hynes, Salem, Oregon; 
Frank Bird, Seattle, Washington; R. D. 
Tutty; George Jacobsen, Portland; Roy 
Stein, Portland, Fred Kaysey, Eugene, 
Oregon; Frank Moser, Corvallis, Oregon: 
3rd picture: Harv E. Duke, Emory Le- 
Bold, Helen Fehr, Norman Fehr, Bruce 
Crichton and Jim Harlan. 


2nd ROW: 1951 Officers Harv Duke. 
Secretary-Treasurer, Fred Erickson, 2nd 
Vice-President, Norman Fehr, President. 
Kenneth R. Jette, Executive Secretary. Not 
present when picture was taken: Howard 
Hunt, Ist Vice-President. 2nd photo: Ice 


Cream Scoring: Earl Cavitt, Howard 
Grant, Dr. G. H. Wilster, Frank Moser, 
Harv E. Duke, Dr. Henry Hanson, George 
Jacobsen, and Wes Boyce. 3rd picture: 
Helen Fehr, Albany, Oregon, John Hol- 
land, Seattle, Washington, Jane Holland, 
Seattle, Washington and Frank Topping, 
Seattle, Washington. 


3rd ROW: Society of Yellow Dogs, Ever- 
green Kennel, Portland, Oregon.  Initia- 
tion Team: George Jacobsen, Dr. Henry 
Hanson, University of Idaho, Harv Duke. 
Jim Swett, Howard Grant and Wilson 
Rogers. 2nd photo [at the Ice Cream 
Breakfast): Norman Fehr shows his ‘Easter 
Bonnet'’ to bewildered Harry Truesdale, 
Retiring President. 3rd photo: Dory Call, 
Dorothy Jette and Joe Strickler, (Chair- 
man ice Cream Breakfast) in the “Queen 
For Day" Skit. 


4th ROW: 1951 Officers and Directors: 
Fred Erickson, Harry Truesdale, Conrad 
Borde, Wilson Rogers, Earl Cavitt, Harv E. 
Duke, Harold Duff, Virg. Dudley, Norman 
Fehr, Ralph Fowler and Willard Hawley. 
2nd photo shows some of the Ice Cream 
Breakfast Songsters. 3rd photo: includes 
Arthur Denfeld, Don Denfeld, Al Call, 
Torrence Breck and Wilson Rogers. 

5th ROW: Judging Ice Cream Breakfast 
creations: Grace Workman of Oregon 
Dairy Council, Mrs. Mitchell, Frances 
Wiley of Washington Dairy Council, How- 
ard Grant, Bill Sturgeon, Harding Smith 
and Virgil Dudley, winner of Ist prize. 2nd 
photo is a view of the Ice Cream Clinic. 
In white coats are Dr. Henry Hanson, Uni- 
versity of Idaho, and Harv E. Duke, Chair- 
man of the event. 3rd photo: Some of the 
crowd at the Songfest, prior to the Ice 
Cream Breakfast. 
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... Western Style 


HE delightful idea of ice cream for breakfast is practiced nowhere with 
T such exuberance as on the Pacific Coast. Ask anyone who attended the 

affair on March 22nd held by the Northwest Association of Retail Ice 
Cream Manufacturers and you'll find unanimous approval. 

There is a reason, of course. The industry leaders in the states of Oregon, 
Washington, Idaho and Northern California enjoy doing the unusual. So 
it was logical that they would pick up with amazing enthusiasm and inventive 
genius an idea that would call attention to the grandest product of all—ice 
cream. 

If you were at the Hotel Gearhart on the morning of the Ice Cream Break- 
fast, here’s what woud have happened to you: 

At 8 A.M. the sound of cowbells and door banging would have rocketed 
you from bed. By 9 A.M. you and the entire convention group including 
manufacturers, retailers, and supplymen would have been in the hotel lobby 
singing with gleeful abandon. By 9:15 you would have been in a queue ad- 
vancing on a long line of cabinets and tables filled with toppings, cakes, 
doughnuts, cereals and breakfast fruits for your choice. While waiting your 
turn, you probably would have been figuring or more likely day-dreaming as 
to what you could make for yourself in the way of a breakfast dish which 
would be “out of this world.” 

In a few minutes you would have cast aside all your doubts about starting 
the day off with ice cream. You'd be outdoing your neighbor in piling up 
combinations of ice cream and delicacies on your plate. At the end of the 
line were three competent, impartial judges ready to record and vote on your 
breakfast creation. You would have known they were looking for the most 
unusual, colossal and best all-around ice cream dishes, so naturally you would 
have let yourself go with all the imagination at your command. Maybe you 
would have made an “Easter Bonnet,” a “Candlestick Sundae,” a tall “Em- 
pire State,” or even a “Shotgun Wedding” sundae. 

In any event you proudly would have carried your dish past the judges’ 
stand and then have taken it to your table. The rules of the Breakfast were 
that you eat everything you had put on your plate. For the sissies, and there 
were surprisingly few of them, there was ham and eggs for breakfast. More 
likely you would have been one of the 90 percent who joined in the spirit 
of the affair and enjoyed ice cream with donuts, fruits, coffee cake, etc. 

Then, in the spirit of the affair, you would have sat back or more than 
likely participated in the fun, songs and informal talks which followed. There 
were skits put on by the women of the convention. There was a fast-thinking 
master-of-ceremonies who awarded the prizes. Maybe you would not have 
won, but you would have had a good time and taken back with you some 
sound ideas for merchandising new dishes in your own stores. Finally, there 
was the guest of honor of the convention, the Publisher of Ice Cream Fietp 
to reveal just how the famous series of Ice Cream Breakfasts was started. 
All in all it was a morning you never would have forgotten. 














HIGHLIGHTS OF the Gearhart convention are pictured at the right. From tog to bottom: 
Howard B. Grant, Publisher of ICE CREAM FIELD: Ralph Fowler, winner of the annual golf 
tournament, receives his trophy: Joe Strickler of the Richardson & Holland Corporation 
pictured after he received an award from Prof. G. H. Wilster of Oregon State College; 
Mrs. A. Marie Mitchell at the rostrum during the annual banquet; and Art Davis, Lily-Tulip 
Cup Corporation, with his unusual entry, “Pagoda” at the Ice Cream Breakfast. 
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-OMING Cuenlts 


MAY 20-23—Hotel Statler, New 
York City; 42nd annual conven- 
tion of the Flavoring Extract 
Manufacturers Association. 

MAY 25—Aronomink Golf Club, 
Newton Square, Pennsylvania; 
annual outing of the Philadel- 
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phia Dairy Mixers. 


Ice Cream Manufacturers 


Delaware. 


Pare eeIN 


TRADE MARK 


BRAND OF 


CERTIFIED FOOD COLORS 


Your finished product deserves the finest. Secure maximum sales and eye 
appeal! by using Sterwin's Parakeet Certified Food Colors. 


These pure food colors are manufactured by Sterling's Hilton-Davis Chemi- 
cal Co., leaders in the color field for 25 years. Their experience and know- 
how guarantee the production of top quality certified food colors. 


WRITE TODAY fer new bootle? 
giving information on Sterwin's 
complete line of Food Colors. 


We ti (Souial re 


SUBSIDIARY OF STERLING DRUG INC. 
14580 BROADWAY, NEW YORK 18, N. Y 
445 Lake 


Shere Drive, Chicege 11, Tl. 
FACTORY. CINCINNATI, OHIO 


, Breach Ofters 
|, Les Angrles, Minneapolis, Portland (Ore), St. Louis 


WORLD'S LARGEST SUPPLIERS OF VANILLIN 
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Delente Reston, Bafele, (hicage, Dallas, Kenve 


JUNE 5-7—Galen Hall, Wer- 
nersville, Pennsylvania; Annual 
convention of the Association of 


Pennsylvania, New Jersey, and 





JUNE 5-8—Knoxville, Tennes- 
see; 46th annual meeting of 
American Dairy Science Associ- 
ation. 

JUNE 27-29— Traverse City, 
Michigan; Dairy Boosters outing 
for the Michigan Allied Dairy 
Association. 

AUGUST 5-7—Hotel Green- 
brier, White Sulpher Springs, 
West Virginia; 1951 convention 
of the West Virginia Dairy 
Products Association. 


| SEPTEMBER—One-year course 


in dairy manufacturing and mar- 
keting at Cornell University be- 
gins this month. Enrollment is 
limited. Contact Professor Leigh 
H. Harden, Roberts Hall, Ithaca, 
New York. He is in charge of 
admissions for the school’s Col- 
lege of Agriculture. 

SEPTEMBER 11-13 — Hotel 
Fort Des Moines, Des Moines, 
Iowa; 1951 conventions of the 
Association of Ice Cream Manu- 
facturers of Iowa and the Iowa 
Milk Dealers Association. 

SEPTEMBER 19-21—Str. Paul, 
Minnesota; Fourth annual Dairy 
Products Institute, University of 
Minnesota. 

OCTOBER 17-18—Burlington, 
Vermont; 30th annual confer- 
ence for Vermont dairy plant 
operators and milk distributors 
at the University of Vermont. 

OCTOBER 22-24—Hotel Book- 
Cadillac, Detroit, Michigan; 47th 
annual convention of the Inter- 
national Association of Ice 
Cream Manufacturers. 

OCTOBER 23-26—Hotel Stat- 
ler, Detroit, Michigan; annual 
convention of the Milk Industry 
Foundation. 

OCTOBER 30-NOVEMBER 
1 — Hotel Netherlands - Plaza, 
Cincinnati, Ohio; Annual con- 
vention of National Association 
of Retail Ice Cream Manufac- 
turers. 

NOVEMBER 5-8—Navy Pier, 
Chicago; 7th all-industry Refrig- 
eration and Air Conditioning 
Exposition. 
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Colorful ADVERTISING 


“Drumstick” and “Mr. Big” have gone 
“all out” this season to increase sales of 
these two outstanding ice cream cone items 
—with full-color, eye-catching advertising 
material FREE for your stops. 








TONS of colorful streamers, with news- 
paper mats to tie in... radio spots, and 
other dealer helps will cover the retail stores 
all over America! 
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“everything”—Get more 
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sales with “DRUM. wits SEY 
STICKS” — be th ; 
consumer “GETS ALL , NOT A NOVELTY 
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eta Micinahake sad Real Profit Vnakers The “All-American” ICE CREAM CONE 
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y y more No dirty retail dippers, SANITARY CONTROL 


STICK” Bandwagon for : 
1951? Ice Cream Cones are being —  aaieg stops, all dry stops can serv 
» A“packaged” cone, ready to eat! 


filled at the freezer. 
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CE cream manufacturers whose salesmen have ac- 
” | cumulated too many negative responses in their 
quest for new accounts probably will be enthusi- 
STREET VENDING astic about a book entitled “Where Do You Go From 
No?” and sub-titled “Simplified Selling.” This vol- 
ume, written by management consultant Leon Epstein 


REFRIGERATED BODIES "wt just been published by the Sales Research Sesalininn 


of New York City. 


Beginning on the very first page, this book takes 
issue with concepts, notions, attitudes and methods that 
are prevalent in large as well as small organizations. 
“Selling is not a game,” are the first words in Chapter 
l. “Selling is not visiting” follows soon after; and 
“Selling is not difficult” arrests one’s attention on Page 


2. 


By way of assuring those who are engaged in Selling 
that it is an activity one can be proud of and that 
service is its very essence, there is the reminder that 
“Selling is not second-story work.” “There isn’t any 
need,” continues the author,, “of resorting to tricks or 
adopting any underhanded method in order to make 
a sale.” 


Designed and Constructed 
to Better Fit 


Your 





Every 
Need 


Self-Contained Dry ice Ammonia 


U. “Where Do You Go From No?” could be de- 
of J Ciots scribed as a dictionary of ideas for it is a reference 
work of ideas and expressions that have worked. Pri- 
marily a collection of twelve 7-minute texts that, as the 
MERIO REFRIGERATING EOuipmENT Co., INC. “Selling Simplified” series has been distributed by sales 
, sence en Cp ey organizations to the total of more than 300,000 copies, 

Sewing Jha Better Buyers” it makes its bid in book form as a tried and tested aid 


Ser eistealte Teste Sere oat 16h Egeiretet SPERTFLES REF RLSERATES EQeiretat to the salesman and sales executive. 
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To head a group takes above average qualifications. 
The superior engineering, designing and mechanical 
craftsmanship of the new-model FRIGID-FREEZE 
ice cream cabinets easily place them in the leader 


class. There’s a roomy cabinet for every space re- 
quirement, in both standard and open-top, glass- 
front models. Each is a masterpiece in appearance 
and performance. 


FRIGID-FREEZE 4 4 choice well made 
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Bowman Upens New Plant 


EW ice cream plants in the United States can 
equal the modern production set-up at the new 
Bowman Dairy Company manufactory at 426 
N. Whipple Street, Chicago. Operations at this locale 
were begun early last month and visitors during the 
“open house” period from April 4 to 6 found that efh- 
ciency and architectural beauty are the outstanding 
features of the recently-completed structure. (An ex- 
terior view of the new building is seen in the photo- 
graph at the top of this page.) 
Combined with the ice cream plant’s opening, Bow- 
man held an “employee convention” in the ice cream 
sales building which adjoins the plant. The conven- 


tion’s interest was centered around nineteen booths 
representing departments of the Bowman organization. 
Each booth depicted the functions of the department 
it represented. For example, the Accounting Depart- 
ment booth showed samples of its forms and equip- 
ment. The booth also featured a visual demonstration 
of the major classifications of expenses paid before a 
bottle of milk is delivered to a customer. 

Another example was the Can Shop booth telling the 
story of milk can repair and maintenance. The Pro- 
duction Department told the story of processing. Bow- 
man ice cream dealers, newspaper, radio, television, and 
trade journal representatives were entertained the first 
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night. The last two nights were reserved for Bowman 
employees, and those working night shifts attended an 
afternoon session of the convention and “open house” 
which gave them the opportunity to see the exhibition. 


In Bowman’s new ice cream plant may be seen the 
latest in production equipment. Red brick floors, cream) 
colored tile walls, white ceiling, and glass block win- 
dows are combined to give maximum light and eye 
appeal. Stainless steel adds glamor and efficiency. 


Bowman engineers, while designing the plant, 
planned many innovations which were incorporated for 
efficiency. An example is the specially built hooded 
conveyor which carrys bulk containers from a special 
room, where they are set up, to fillers in the plant’s 
main production room. Stainless steel is used effective- 
ly in the hood because it not only prevents foreign 
particles from entering the containers, but adds beauty. 
Insuring ideal working conditions, filtered air pro- 
vides a healthy, comfortable atmosphere. Modern 
lighting fixtures add brilliance to the entire plant, and 
cleanliness is the watchword. 


Stressing efficiency, Bowman has mechanized its pro- 
duction wherever possible. Automatic fillers save time 
and labor. The bar operation from filling of the molds 
through bagging is automatic. After the bars are 
bagged they are placed in cartons and even the tying 
of the cartons is done by machine. Cups are filled 
automatically, and mechanical units are also employed 


in the production of cake rolls, tarts, and other items. 


Carton Storage 


Immediately adjoining the main production room, 
which is eighty-five by sixty-five feet, there is a carton 
storage room thirty-eight by eighteen feet, a cold stor- 
age room for fruits and mix which is twenty-nine by 
eighteen feet, a can washing room twenty by eighteen 
feet, an office eighteen by sixteen feet, a storage room 
forty-six by eighteen feet, and men’s and women’s rest 
rooms. Immediately adjacent to the new building is 
the hardening room which is seventy-one by ninety- 
seven feet. Its location facilitates loading of trucks and 
simplifies the entire loading operation. 


In the sales building next door is the sales office 
and a public relations reception room available for 
dealer meetings and club meetings. The room con- 
tains a modern, fully equipped soda fountain for 
demonstration purposes. Card tables, chairs and cards 
are provided for the many civic and social groups 
taking advantage of Bowman’s hospitality. Refresh- 
ments are served each group, and an educational talk 
on the production of ice cream is presented by a public 
relations representative. This talk is illustrated with 
the aid of colored slides. 
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LIST CONVENTIUN HOTELS 


convention of the International Associaticn of 


6G pemeen hotels for the forthcoming 47th annual 


Ice Cream Manufacturers have been announced 
as the Book-Cadillac, the Detroit-Leland, and the Fort 
Wayne, all in Detroit, where the conclave will be held 
from October 22 to 24. 

The Book-Cadillac 
will be official head- 
quarters for the con- 
and all ice 
cream sessions will be 
held there. The 195] 
convention of the 
Milk Industry Foun- 
dation is scheduled for 
October 23 to 26 in 
Detroit, and the Hotel 
Statler has been desig- 
nated as headquarters 
for this group’s meet- 
ings, with the Tuller 
and Wolverine listed 
as auxiliary hotels. A 


vention, 


joint general session 
of the ice cream and 
milk associations will 
be held October 24, 
and a joint banquet 
will be held that eve- 
ning in the Masonic 
Temple. 

the si- 
multaneous banquet, as 
explained by [AICM 
officials, is to enable 
the Milk Industry 
Foundation members 
to participate in the 
celebration of the Ice 
Cream Centennial. 


The Masonic Temple 


Reason for 


the IAICM indicate that further details regarding 
these plans will be made public in the near future. 

Dairy Industries Supply Association will have its 
customary odd-year “stand-by” role. No shows or dis- 
plays are permitted. Fifteen Detroit and Canadian 
hotels will house DISA members during the week of 

the two conventions 

As is the organiza- 
tion’s custom, DISA 
has issued three “safe” 
rules for members to 
follow in Detroit. 
They are: 

“(1) Don’t try to 
get rooms in customer- 
association hotels. 
Those hotels are under 
agreement not to make 
reservations for dairy 
industry equippers and 
suppliers during the 
convention period. If 
you disregard this and 
by any device obtain 
accommodations in 
such a hotel, DISA 
will ask you to aban- 
don them, and_ has 
power to discipline 
your company for its 
acts. 

(2) Abide by the 
1:00 a.m. closing limits 
for hotel room enter- 
tainment, requested by 
the three associations. 
Better still, if you re- 
gard room entertain- 
ment as essential (the 
great majority of 


DISA companies do- 
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can accommodate as 
many as 4,000 persons. 

Since 1951 marks the 100th anniversary of the first 
wholesaling of ice cream, special Centennial activities 
are currently being developed to coincide with the dairy 
conventions. In addition to appropriate ceremonies at 
the joint banquet, plans are being considered for the 
display of the famous Hendler collection of antiquated 
ice cream equipment in Detroit department. stores. 
Also, press and radio have been contacted with an eye 
to obtaining publicity for the Centennial. Officials of 
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not) keep it at a mini- 
mum! The customer 
associations apply their organized influence to that end. 


(3) Do not jeopardize your company’s Dairy In- 
dustries Exposition eligibility by permitting a display— 
whether by your company or a jobber or other outlet. 
Remember that in any case the jeopardy is yours!” 


Next year, the Dairy Industries Exposition will be 
held in Chicago at the Navy Pier, the first time since 
tne last war’s end that the locale is not Atlantic City. 
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by making another friend 
for life. All the care ovr 
engineers and plant men 
put into an ACE is amply 
rewarded by the plaudits 
of ACE users. It’s good 
erin build 
good equi 

aon with one AC 

is the huge store of 
tomorrow with a battery of 


ACEs. 
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you get with an ACE 


Y FROST CONTROL—low wattage 
heating element in the rubber 
molding around the Thermopane 
glass retards condensation. 

VY DESIGNED FOR IMPULSE SALES 
— gleaming white finish, three- 
dimensional pictures in nature's 
colors, soft fluorescent lighting and 
full mirror back. 

Y SANITARY-—highly polished stain- 
less steel top and one-piece white 
enamel cabinet for quick, thorough 
cleaning. 

Vv PERFORMANCE — trouble-free at 
top efficiency — capillary type. 
Tests prove that constant below 
zero temperatures are maintained 
throughout. 








Address all inquiries to: 
Executive Offices: 1457 Broadway, New York 18, N. Y. 
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P\EXTURE reters to the smoothness or coarseness 
Li ice cream and how it feels in the mouth. In 
general, texture is concerned with the structure 
of ice cream and with the size and arrangement of the 
mix ingredients. Texture is influenced by practically 
every factor entering into ice cream manufacture, such 
as types and quantities of ingredients and methods 
used in processing, freezing and storing. 

The average consumer is generally conscious of 
texture quality and prefers an ice cream that is smooth. 
He tends to be as critical of body and texture defects 
as of flavor defects. The manufacturer, therefore, 
must control the body and texture of his product as 
closely as he controls the flavor. 

As a result of consumer preference the tendency has 
been to improve processing methods in order to pro- 
duce a smoother and smoother product. To obtain a 
smooth product it is necessary that the ice crystals and 
other particles present be very small. 

There are many factors which play a role in deter- 
mining the texture of ice cream. If we start at the 
beginning of the processing procedure, the actual com- 
position of the mix is a factor. If we increase the total 
solids content by increasing the fat, the serum solids, 


By T. A. NICKERSON 


University of California 
Davis, California 


TEXTURE 
CONTROL 








or the sugar, we can expect a smoother texture, be- 
cause there will be less water to freeze and there will 
be more solids between the water molecules to prevent 
ice crystal growth. Increasing the fat content is a fairly 
effective means of smoothening the texture as the fat 
acts as a lubricant in the mouth and gives a sensation 
of smoothness. Increasing the serum solids also im- 
proves the texture, not only because of mechanical ob- 
struction, replacing water and lowering the freezing 
point of the mix, but also because the milk proteins 
hold water as water of hydration. It has been shown 
that an increase in serum solids is more effective in 
decreasing the size of the ice crystals formed than is a 
similar increase in fat. However, on an organoleptic 
basis, fat is the more effective in producing a smooth 
textured ice cream. It is generally conceded that a 
small increase in both fat and serum solids is more 
effective in producing a smooth textured product than 
a large increase in just one constitutent. A combina- 
tion of both is better than either one alone. 


Lowering the Freezing Point 


Increasing the sugar content improves the texture 
tor the general reasons already mentioned, but the 
major reason is the lowering of the freezing point. We 
know that increasing the amount of substance in true 
solution in the water of the mix lowers the freezing 
point. Therefore, at any given temperature less water 
is frozen, the ice cream is softer and appears to be 
smoother. In this respect dextrose lowers the freezing 
point more than an equal weight of sucrose and this is 
the basis for improving texture by substituting dextrose 
for sucrose. Less water is frozen and therefore, the 
size of the ice crystals will be smaller. Of course, we 
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THE “POPSICLE” PROMOTIONAL PROGRAM 


FOR '51 WILL HAVE THE IMPACT OF NIAGARA ON 
30 MILLION AMERICAN YOUNGSTERS, 
YOUR CUSTOMERS! 


40,000,000 COMIC MAGAZINE ADS — in full color, 
200,000,000 readings, on the stands now! 
120,000,000 SUNDAY NEWSPAPER COMIC SECTION ADS — in full color, 
300,000,000 readings, starting May 27! 
RADIO PROGRAMS 3 TIMES A WEEK THROUGHOUT THE SELLING SEASON 
OVER 524 STATIONS of the world’s largest radio network — 
featuring Mel Allen and the biggest names in sports. 
MOFE THAN 15,000,000 GIFT LISTS 
distributed free to the children of America. 
MILLIONS OF POINT-OF-SALE PIECES 
distributed to stores everywhere. 


That's POWER — SELLING POWER — 
to help you 
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are limited in our ability to control texture by this 
means, because lowering the freezing point also causes 
greater difficulties in keeping the ice cream properly 
hardened in transit and in the retailers’ cabinets. 


Stabilizers are very effective in producing and main- 
taining a smooth texture and this is one of their prin- 
cipal functions. They form a gel structure, which sets 
up a mechanical obstruction to crystal growth. This is 
particularly important in preventing growth of ice 
crystals when the ice cream is subjected to temperature 
fluctuations, which we will discuss in a moment. 


So much for the influence of mix constituents on tex- 
ture. From a practical standpoint we are more inter- 
ested in what we can do to produce a smooth ice cream 
from a balanced mix. Here the methods of processing, 
freezing and hardening play an important role. To 
have a smooth textured ice cream the ice crystals must 
be very small and the air cells must be small. When 
air is dispersed as very small air cells, there is a great 
air-mix interface created at the surface of the air 
bubbles. It takes more moisture to wet this surface and 
therefore, there is greater distribution of the water 
molecules and less opportunity to form large crystals. 
Also, the more air bubbles that are present, the more 
mechanical obstructions there are to prevent growth of 
large crystals. In our processing procedures, therefore, 
we want to encourage the production of small ice 
crystals and small air cells. 


Homogenization Improves Texture 


Homogenization decidely improves the texture of 
ice cream. When the size of the fat globules is reduced 
as a result of homogenization, the whipping ability of 
the mix is improved, which means that it is easier to 
incorporate the air as small bubbles. As air is whipped 
into the mix, the amount of liquid between the bubbles 
becomes smaller and smaller and the air cells come 


closer and closer together. The size of the fat globules 
is one of the factors which determines how close two 
air cells may come to each other before they will 
coalesce to form one large bubble. The fat apparently 
is a weak link in the air cell wall, or lamella. When 
the lamella becomes sufficiently thin or when the air 
bubbles are sufficiently close together the fat globule 
occupies a large portion of the cross section and weak- 
ens the lamella sufficiently that it breaks, forming one 
large bubble. Since homogenization reduces the size 
of the fat globules, the lamellae can become thinner 
before they rupture. As a result the air is incorporated 
in the mix in the form of smaller air cells, thereby pro- 
ducing a smoother texture. Any ingredient or process- 
ing treatment which improves the whipping ability of 
the mix improves the texture of ice cream. The addi- 
tion of egg yolk solids and emulsifiers, or homogeniza- 
tion or aging the mix are important in determining the 
whipping properties of the mix and as a result, affect 
the texture of the ice cream. 


Freezing and Hardening 


The freezing and hardening operations are undoubt- 
edly the most important in controlling texture, because 
they have such a profound influence on the size of the 
ice crystals. In the freezer, as a thin layer of mix 
freezes on the surface of the freezing chamber, the 
scraper blades continually scrape it off. This increases 
the rate of heat transfer, the ice cream freezes faster 
and the ice cream is filled with an abundance of ice 
crystals. These crystals act as centers on which the 
remaining moisture freezes during the hardening proc- 
ess. The more crystal centers or nuclei that are pro- 
duced in the freezer, the less they will grow later, be- 
cause there are more sites on which the water can 
freeze out. If there are only a few nuclei, the remain- 
ing moisture will freeze on these. As a result, the ice 


(Continued on page 88) 

















You Make More Money With FRANKLIN REFRIGERATED BODIES 


% Made of Steel Electrically Welded for Strength and 
Lightweight. 


*% Incorporate every known improvement which means 
the right design and the proper features for your needs. 


*% Greater payloads at lower operating costs. 


Write today for a quotation on your particular problem, 
whether it is a replacement or a fleet edition. 


Get our prices before you buy! 


FRANKLIN 
BODY & EQUIPMENT CORP. 
1042 DEAN STREET BROOKLYN 16, N. Y. 
Tel.: STerling 9-5400 
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smoother, finer-tasting Ice Cream... 
i . h Ice cream manufacturers have found 
ia p : Wi that PURITOSE corn syrup produces 


superior results of highest quality. 
CERELOSE has also won great usage 

p ke T & in the making of ices and sherbets, as 
well as ice cream. 


Make a finer product. . . win con- 
sumer preference for your brand. 


Full technical service, no obligation 


CORN PRODUCTS REFINING COMPANY 
17 Battery Place, New York 4, N.Y. 


Globe, Cerelose and Puritose ore registered trade-marks of 
Corn Products Refining Company, 
New York, N. Y. 
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NUMBER THREE, 
RYON ROW 


By LOUIS J. WOOLF 


President, H. Kohnstamm & Company 


New York City 


HIS is not a mystery story or a tale of the FBI, 

but rather one of adventure and romance—the 

adventure and romance of a business. Way back 
in the year 1851 when little old New York breathed 
an atmosphere of crinoline and gracious living, when 
on an autumn afternoon famous Fifth Avenue was the 
rendezvous of the carriage trade and Broadway was 
the mecca of noisy taxicabs and subway jams, when 
the Swedish Nightingale, Jenny Lind, was the toast 
of the town and the New York Central Railroad ran 
its first train to Albany, another noteworthy event took 
place at Number 3, Tryon Row, New York. It was 
the birth of H. Kohnstamm & Company, a concern 
that has since made industrial history, an example of 
what can be done in this land of opportunity under our 
system of free enterprise. Here was born an institution 
that grew from a tiny store on Tryon Row to a na- 
tional organization with ofices on Main Street, U.S.A. 

This year Kohnstamm & Company is celebrating its 
100th anniversary and the founding and growth of our 
progressive institution is as interesting as the develop- 
ment and progress of American industry itself. It all 
started way back in the year 1851 when a young and 
cnterprising immigrant boy by the name of Joseph 
Kohnstamm, opened a small store at No. 3 Tryon Row 
in the growing city of New York. 

The Kohnstamm family had been color chemists for 
many generations in Europe and Joseph Kohnstamm 
had an idea that his family background of experience 
in the manufacture of fine colors and his ideal of true 
service would prove a winning combination. The busi- 
ness was a success from the start due to the fine quality 
of the ultramarine blue specialized in at the time, and 
it grew because of the high plane on which the business 
was established and conducted. 

Joseph Kohnstamm was a man of fine character and 
intensely human with the happy faculty of making 
and keeping friends. He early set the pattern for the 
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company which has persisted throughout each succeed- 
ing generation and which has given to H. Kohnstamm 
& Company a distinctive business personality all its 
own. His motto was “to build with honor and to serve 
with dignity.” This time-honored policy has won for 
H. Kohnstamm & Company a feeling of respect and 
high regard by the trade in general and a loyalty to 
it on the part of its representatives and employees that 
is both awesome and inspiring. As an example of this 
deep feeling for this venerable institution, a customer 
once wrote: “Your representative has just two interests 
in life, God and Kohnstamm, and I'll be damned if I 
know which comes first.” 

The business at first was simply a matter of import- 
ing the finest quality of ultramarine blue and selling it 
where there was need for such a product. In fact the 
quality of this blue was so high that it won first prize 
at the World’s Fair in the year 1853 and gave the name 
of Kohnstamm prestige and added momentum to the 
growing business. Later Joseph Kohnstamm was joined 
by other members of the family and the firm name 
changed to H. Kohnstamm & Company. 

The reputation of our firm spread into many indus- 
tries and the business expanded with it. The growth 
of the business, while never spectacular, was healthy 
and constant, with management always on the alert 
for new methods of operation and new products of 
proven merit to add to our line. Patiently, step by 
step as experience and good business judgment showed 
the way, each generation contributed toward the mak- 
ing of “the house it took 100 years to build.” 

From the comparatively simple operation of import- 
ing and selling it was a logical step to manufacturing 
and distributing. The company saw in its own manu- 
facturing processes the ability to better control the 
quality of its products. We had made many business 
friends in the previous years of operation, and wished 
to safeguard the goodwill. We not only made many 
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— Please send me a free copy of “Automatic Merchandising 


The Name to Remember in Automatic Merchandising } City ia 


White House service man loads Daigy- 
Vend on regular route of vending operation. 
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Off duty at Fort Custer men relax with 
refreshing ice cream bars in a day room. 


/ *TRADE-MARK 


THE VENDO COMPANY cP 
7400 East 12th Street 
Kansas City 3, Missouri 


the answer to increased sales and profits 
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friends, but what is more, we kept them—kept them 
by the very simple method of never taking advantage 
of a confidence, by treating everyone alike and per- 
mitting no misrepresentations. 


Pioneer Industrial Laboratories 


Scientific research along industrial lines was in its 
infancy when H. Kohnstamm & Company established 
its first laboratories. Management foresaw that future 
progress depended on research—new methods, new 
materials, new facilities—a constant program of im- 
provement became a matter of firm policy. The tech- 
nical facilities of H. Kohnstamm & Company have ex- 
panded through the years until today it is recognized 
nationally for the valuable contributions made to the 
trade as a result of its scientific research on industrial 
products. 

Among the many innovations pioneered by H. Kohn- 
stamm & Company was the development of certified 
colors for food products. So successful was the com- 
pany in the development of harmless food colors that 
the National Confectioneers’ Association, holding its 
first convention in the year 1884, not only accepted 
these colors as standards for the industry, but en- 
dorsed them. After the standards established by Dr. 
H. Endemann, the eminent coal-tar chemist and color 
scientist had been attained, every batch of color after- 
wards manufactured by H. Kohnstamm & Company 
was made to conform to his high standards of purity 
or was rejected. This was the beginning of harmless 
tood colors in America and led later to the certification 
of such colors by the Bureau of Chemistry, Depart- 
ment of Agriculture, in the year 1907. This product 
of research by our color chemists did much to remove 
fear and prejudice from the public mind regarding 
the use of color in candy and food products. Prior to 
and since the invention of harmless food colors, many 
other products of an allied nature were developed and 
added to the line, among them being a complete line 
of high quality flavoring extracts—new “bricks” for 
the house that took 100 years to build. 

It was only natural that a concern occupying such 


a prominent spot in industry would have an active 
part in the development of needed chemicals for use in 
war. The Kohnstamm Laboratories were recognized 
by the goverment for their services and given high 
priority in the production of such products as protec- 
tive cream for flash burns (credited with saving many 
lives and alleviating much suffering on the part of 
service men) camouflage colors, mildew retardants, etc. 

The firm was incorporated in 1922 with the main 
office located at 83-93 Park Place, New York City. A 
Western division headquarters is located in Chicago, 
lilinois, with branch offices in the following cities: At- 
lanta, Baltimore, Boston, Buffalo, Cleveland, Cincin- 
nati, Dallas, Denver, Detroit, Houston, Indianapolis, 
Jacksonville, Kansas City, Los Angeles, Minneapolis, 
New Orleans, Omaha, Philadelphia, Pittsburgh, Port- 
land, Ore., St. Louis, Oakland, Memphis, San Antonio 
and Seattle. 

Officers in addition to the writer, who is also Treas- 
urer, are: Hugo Pulver, Vice President; Charles D. 
Allen, Vice President; Richard S. Carmel, Vice Presi- 
dent; Robert A. Phair, Secretary; Edwin W. Mayer, 
Assistant Secretary; Joseph M. Casteliano, Assistant 
Secretary; Walter J. Kohnstamm, Assistant Treasurer; 
and Isidore Streisfeld, Assistant Treasurer. 

Modern factories are owned and operated at Cam- 
den, New Jersey; Brooklyn, New York; Kearny, New 
Jersey and Clearing, Illinois. 

While the company itself can feel a pardonable pride 
as it looks back over a century to the humble beginning 
i) a little store at Number 3 Tryon Row, the accom- 
plishment takes on importance to the trade only to the 
extent to which the concern contributes toward future 
progress. If the reputation for foresight and enterprise 
of the past can be taken as an indication of what to 
expect in the future, it looms bright for this organiza- 
tion. We consider “the house that took 100 years to 
build” but the foundation for a business that is a 
century young. The same program of research and 
adherence to technical improvement will be continued, 
along with the established policies of fairness to all 
combined with human understanding and friendliness. 
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SWEETHEART SELLS ALL FLAVORS 


Build bigger sales per stop, with Gundlach feature flavor 


campaigns, this month and every month. 


Write, Wire, or ‘Phone: 


G. P. GUNDLACH & CO. 


“Servants to the Dairy Industry” 


CINCINNATI 3, OHIO 
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MORE PROFITS with 
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“COLD 


Yes, MORE. PROFITS thru MORE CUSTOMERS. 
Amazing but true! That's what “Cold Control’ 
will do for YOU! Taste tempting—thirst quench- 
ing sodas. ky cold—taste tingling drinks. And 
for the real “fountain gourmet’ 
super duper Sundaes! 
Brings in NEW CUSTOMERS 
Brings back old customers AGAIN AND 
AGAIN 


And brings MORE PROFITS to you! 


THE FINEST IN FOUNTAINS BEAR THIS LABEL 
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Syrups chilled 
to just the 


temperature 
you want. 


Huge quanti- 
ties of spar- 


kling plain 
and carbonated 
water. 


Reserve chill- 
ing for capac- 
ity loads of 

bottle 


really cold 
goods. 





Correct tem- 
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Don’t let warm syrups and soda water spoil 
sodas and drinks, or soft ice cream spoil Sundaes. 
Poor refrigeration robs profits—“Cold Control” 
builds profits. 

Cold Control means POSITIVE control of 
SEPARATE refrigeration circuits. Makes 
IDEAL temperatures in each part of your soda 
fountain easy to set and maintain. 


Wire or write for the full story today! 
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GO WESTERN... 


WITH YOUR ICE CREAM ADVERTISING 
IF YOU WANT ATTENTION! 


Every kid living wants to be a Cowboy. 
Movies, TV, and Radio have “‘gone western” 
to get attention $$$. 


COWBOY HATS and Western Bandanas 
on your salesmen .. . This colorful Window 
Domination on your windows and trucks .. . 
featuring TEXAS PECAN Ice Cream in your 
cabinets . . . starts the whole town talking / 


TEAAS PECAN has doubled Feature-of-the- 
Month sales everywhere this Cowboy program 
has been used. It will do the same for you. 


TEXAS PECAN is different . . . a taste of 


Texas, like shell-roasted pecans from a camp 
fire, blended into that famous Texas Praline as 
only Pangburn’s know how. 
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Be Different! 








and waiters are difficult to train and hold. Perhaps 
they need more than a stipulated salary. Why not 
offer them a cash bonus if they can exceed your ice 
cream quota for the month of‘June? Post the figures 
on your sales of bulk and package ice cream for the 
month of June, 1950. Let the employees know that 
there is a drive on with bonuses and prizes if they can 
top that record by ten per cent this year. Let them 
know how they’re doing week by week and be sure to 
give them prizes that would be appreciated. Even an 
afternoon off with a pair of tickets to a local base- 
ball game would start a contest among employees that 
could pay off nice dividends for manufacturer and re- 
tailer alike. 

How about a window display just chock full of 
mouth watering sundaes or sodas? I would like to 
see someone examine the possibility of having an em- 
ployee make up fancy forms or decorate ice cream 
cakes, pies or tarts in the front window. You would 
be surprised to see how crowds gather to watch such 
an artist at work. If you install such a window dis- 





“PINEAPPLE SUPREME” is the name of this mouth-watering con- 
coction. It won first prize in last year's Sealright ice cream con- 
test for Mrs. Ethel Skill of Baltimore who “dared to be different.” 
Marshmallows, crushed pineapple, shredded cocoanut, and, of 
course, ice cream are essential ingredients. 








NO DESK MAN, HE! 


Proving once again that a magazine executive’s 
duties do not necessarily confine him to his 
desk, Howard B. Grant, Publisher of ICE 
CREAM FIELD, flew across the country in 
March to address the annual convention of the 
Northwest Association of Retail Ice Cream 
Manufacturers in Gearhart, Oregon. The ac- 
companying article entitled “Dare To Be Dif- 
ferent” is based on Mr. Grant’s convention talk. 
In addition to his speaking chores, the energetic 
publisher served as Grand Judge during an ice 
cream concoction contest, “sat in” at the asso- 
ciation’s sampling clinic, and toured several ice 
cream plants in the area. 











play, use an overhead mirror so that the people in the 
rear ranks of the crowd can see the display as well as 
those in front. 


Premiums and Such 


Very likely you’ve tried premiums such as a plastic 
aish, a pencil or a scoop free or in combination with 
an ice cream purchase. Now, how about reversing that 
procedure? In California recently I observed a florist 
who was attracting crowds with this offer: “The flowers 
are FREE with a purchase of a hand painted basket.” 
The prices on the baskets ranged from three to five 
dollars each. Is it conceivable that you could capture 
more business by advertising that your ice cream is 
free with a purchase of a pitcher, a vase or a similar 
household item at a price that would permit you to 
give away a pint or even a quart of your ice cream? 

All of these ideas are just orphans. If you adopt 
one, change it perhaps to meet your own situation. 
Any or all of them could be the means for a greater 
ice cream season. 


LOOK AHEAD FOR YOUR BODY REQUIREMENTS 
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Gal. Body with 
Compressor 
The present and projected outlook for 
raw materials calls for sound judgment 
in the consideration vf your body re- 
quirements for the few years ahead. 
LOOK AHEAD with Keystone for mod- 
ern metal bodies that are built to stand 
hard useage .. . that are designed to 
Mm carry capacity loads . . . that keep 
i maintenance costs at a minimum. The 
investment you make NOW with Key- 
stone will pay dividends in satisfaction 
the years ahead. 


WRITE TODAY! 


5625 Tacony St., Philadelphia, Pa. 
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complete the advertisement by afhxing to it his name 
and address. 

Meanwhile, plans for industrywide observance of the 
Centennial were described in a progress report issued 
last month by the Centennial Committee of the Inter- 
national Association of Ice Cream Manufacturers. 

In addition to promotional materials distributed to 
the trade in the public relations kit described in the 
March issue of Ice Cream Fietp, Centennial place 
mats and back bar strips have been developed by the 
Ice Cream Merchandising Institute. These will be 
made available for use at the retail level. 

Many national magazines are preparing articles deal- 
ing with the ice cream industry, for publication in 1951. 
These include, at last report, Coronet, Click, Colliers, 
Good Housekeeping, McCall’s, Ladies Home Journal, 
American Home, Secrets, American Girl, American 
Weekly, Parents Magazine, and one of the McFadden 
publications. 

In addition, radio, television, and newspaper pub- 
licity is being sought. News releases in which the Cen- 
tennial program will be outlined are to be dispatched 
to the wire services and to food editors. Also, Cen- 
tennial features will be carried by the National Broad- 
casting Company’s television network, and on the 
Cavalcade of America and Nash-Kelvinator programs. 
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Farm Program 





The Centennial story will be relayed to rural Amer- 

ica. Ray Heinen, of the United States Department of 

Agriculture’s radio section, has been assigned to pre- 

pare material for distribution to Farm Program Direc- 

tors. Included in this presentation will be a letter ex- 

plaining the Centennial and announcing Mr. Heinen’s 

appointment as special consultant to the Ice Cream 

Centennial Committee, as well as a fact sheet about the 

R industry. Mr. Heinen will also prepare a news story 

Sold and Serviced from Coast to Coast en the dedication of the Centennial plaque, plus three 

Van-Sal Vanilla gives you two outstanding advantages: short items, and in the Summer months will send out 
You can save more because Van-Sal costs less per fin- cther promotion material. 

ished gallon of ice cream; you can sell more because 


more people like Van-Sal .. . it’s America’s favorite . . . . ‘ 
A ng Shar Set yar expected to provide an unprecedented opportunity for 
and “The Industry’s No. 1 Vanilla.” Save more and sell ai P P PP ) 


more with Van-Sal . . . proved \nOUg promotion of ice cream. Plans for the dedication, to 
by taste tests the country over as "* take place in Baltimore, include: 

the one vanilla that wins and (a) Mayoral proclamation of Ice Cream Day. 
holds more customers. For the (b) 
big summer season, be ahead by 

buying ahead . . . order Van-Sal 

Vanilla now. 
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The plaque dedication ceremonies, incidentally, are 


Releases on the general event covering local 
newspapers, radio and TV stations. 

Releases for the wire services built around 
Secretary Brannan’s speech. 

Program for Baltimore schools including dis- 


es ray tribution of materials and showing of “For 
‘S. H. MAHONEY EXTRACT co. All The Ages.” 
es Sally A. Mahoney Pres | Radio and TV interviews with Baltimore in- 


dustry leaders. 
TV appearances by home economic leaders. 
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221 E. CULLERTON-RD. CHICAGO 16, ILL. 
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And there's hard-hitting sales helps to help you sell — help you 
profit. Ask your Johnston representative for short cut suggestions 
to higher sales. Make a test with Johnston — you'll notice the difference 


right from the first satisfying bite, and so will your customers, 


ROBERT A. JOHNSTON COMPANY 


MILWAUKEE 1, WISCONSIN se ue 
OMVILSLON 
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Fabulous Fountains 
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available to Blum’s customers. The menu points out 
that “Blum’s ice creams and frozen ices ain’t too good 
for the likes of you,” and lists fourteen flavors which 
sell at thirty cents per portion. “Cool Under the Col- 
lar” frozen fruit refreshers are also specialties of the 
house. These are described as “fruit juices with syrup 
and float of fresh frozen fruit, perfectly hydrogenated, 
which means all mixed together smoothly or some- 
thing.” Price: fifty cents each. 


“Fountain Fantasies” 


For those people who prefer the bizarre when it 
comes to eating ice cream, Blum’s menu lists a collec- 
tion of “Fountain Fantasies” which is accompanied by 
the explanation “This is how I become a STUMBLE 
BLUM.” This section of the menu spotlights eleven 
“super partaits” and “fancy sundaes” which range in 
price from sixty to eighty-five cents each. 

For example, there is the “Blarney Equalizer,” which 
consists of “essence o’mint, a smackin’ wallop o’ the 
ice cream o' the week, ‘new’ cold chocolate fudge, a 


—~ 


ICE CREAM, CUSTARD MIX . . . WHEN YOU WANT IT 


Convenient, 


sanitary 


smitherin’ o’ shredded toasted coconut, charlotte russe, 
creme de menthe, to warm the cockles o’ your heart, 
and to top it all, a cherry, begorra!” 


Or the visitor might be enticed by the “Chic of 
Araby.” This creation includes “Turkish coffee ice 
cream with caramel sauce, fresh frozen raspberry ice 
with marshmallow sauce, topped with charlotte russe 
and maraschino cherry, no less.” 

Naturally, the complete assortment of Blum’s ice 
creams and ices, as well as the various confectionery 
items, are available for take-home customers. Appro- 
priate reminders to that effect are to be found om the 
menu. 


“For Hungry People”’ 


Two pages of the Blum menu are devoted to the 
salad and sandwich line featured in the firm’s stores. 
One of the features of this section of the menu is the 
listing of “BLUMderful Cakes,” noteworthy for that 
“light touch” which “has won friends and influenced 
people like Dale Carnegie.” 

One thing the menu does not mention is how suc- 
cessful these items are at the cash register. But with 
a line-up like that, it’s safe to predict that profits 


are BLUMing. 


storage at 


properly controlled 36 -38 temper- 


ature. 


Be flexible and prepared for 


varying demand by storing in La 


Crosse mx coolers. 


Quality assured by reducing freezing time of mix stored 

in beautiful white enamel! well insulated cabinets. . . . 

Hi-Boy holds 4-10 gal. mix cans plus 

room on shelf for small containers. 

ALSO WALK-IN COOLERS 

FOR LARGER STORAGE 
FACILITIES. 


WRITE 


G) 


LA CROSSE 


Reduce freezing power costs and time by holding mix at 
proper temperature in Lo-Boy. Unexpected demand no 
longer a problem and more sales will re- 
sult. ...2, 3 and 4 door models 
for 4, 6, and 8-10 gal. can ca- 
pacities. Available in same 
finish and insulation as 

Hi-Boy. 


COOLER CO. 


LA CROSSE, WIS. 
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NATIONAL ICE CREAM 
DESSERT CONTEST 
STARTS MAY 1st! 


You still have time to make it 
your own local program! 
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Name 


LOCAL BASIS...and watch your ice cream sales zoom! Full- 
page ads in COLLIER’S will spearhead this promotion .. . 
and Sealright will provide you with imprinted display pieces 
and sales helps to put the program to work for you locally. 


Compan, Name 


Address 


Your dealers will see the added business, too . . . because City 


contestants will need the famous Sealright trademark from 
your ice cream containers PLUS an Official Entry Blank — ee oe oe oe oe oe mien 

obtainable ONLY at stores selling your ice cream. This giant —— = oo oe oe oe = os 
promotion runs from May through August—so fill out the 

coupon below foday. 

Don’t forget—the Sealright Nestyle, with its distinctive 

shape is the desuxe package in the ice cream field. Put this 

container to work for you. 


Sealrioht Vow 
ns __SEALRIGHT 
4 . f SANITARY SERVICE 
be | ve 9% 


NESTYLE CONTAINER 


SEALRIGHT Co., INC., Fulton, N. Y.; Kansas City, Kansas; 
Sealright Pacific Ltd., Los Angeles, Calit 
CANADIAN SEALRIGHT Co., Lto., Peterborough, Ontario, Canada. 
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i 
| 
i 
1 
i 
a 


Ice CreaM Fietp, May 1951 


LG WP NRRL ALA PAPE CAA! ARE APS 














MeClary*s 


rr ry 


suggested. They approached a man 
who was maneuvering a camera. 

“Has the newsreel been on yet?” 
Mr. Scott inquired. 

“You a wise guy, Mac?” was 
the answer. 

“Can you please tell us what’s 
going on next?” Mr. Scott per- 
sisted. 

The cameraman looked at them. 
“Are you guys insane?” Then he 
felt sorry for them as he noted the 
offended look on their faces. He 
scrutinized them closely. Finally, 
he said, “Look, you guys. If you 
want information, go over there.” 
He pointed to a corner of the store, 
where Mrs. A. Marie Mitchell and 
Earl E. McClary, owners of the ice 
cream emporium, were discussing 
with the Hollywood pair Mr. Mac- 
Murray’s accomplishment of eating 
the nineteen-scoop sundae that he 
had prepared himself (see top right 
corner of accompanying photo- 
graph). 

Mr. Scott and A. B. See ap- 
proached the foursome. A. B. was 
angry. “That was the most im- 
polite usher I’ve ever met,” he de- 
clared. 

But Mr. 


with more 


Scott was concerned 
interesting develop- 
ments. “Say, isn’t that girl pretty,” 
he commented. “Let’s go talk to 
her.” 


A. B. nodded assent. But before 
they could reach her, Miss Parker 
was summonded by a gentleman 
wearing a cap similar to those worn 
by baseball players. 

“Where is she going?” Mr. Scott 
asked worriedly. 

“Just over there to talk to that 
fellow with the baseball uniform,” 


A. B. answered. 


Mr. Scott studied the situation 
(see the lower left corner of the ac- 
companying photograph). “Say! 
How did we get into this ball park 
without tickets, anyway?” 

“Let’s not start that again,” A. 
B. cautioned. “Come on, let’s find 
out what this is all about.” 

They approached the scene of 
the conference. “Pardon me,” said 
Mr. Scott. “Can you tell me what 
all this pandemonium is about?” 

The gentleman answered. “Well, 
fellows, my name is George Mar- 
shall and I. . .” 

Mr. Scott interrupted. “Never 
mind, mister. We don’t want to 
get mixed up with politics.” 

The man with the cap smiled. 
“I’m not THAT George Marshall. 
I’m a motion picture director. This 
is Eleanor Parker with me and that 
tall fellow over there is Fred Mac- 
Murray. We’re making a picture 
for Thor Productions and we're 
using McClary’s store as an au- 
thentic setting.” 

Confused, A. B. asked “Do you 


mean this isn’t a movie theatre?” 


SAVE ON QUANTITY COLOR PRINTS 

AND DUPLICATE TRANSPARENCIES 

Quality approaching finest Carbros and Kodachromes 
at fraction the cost. Ideal for displays, sales manuals, 
duplicate art. Exact reproduction or color correc- 
tions. We please the most exacting. (Produced official 
color-prints of Rose Parade.) Prompt service every- 
where. Send for Price List and data. Satisfaction 
sruaranteed. 


AD-COLOR CORP. cs0 s. arroye Parkway, Pasadena 1, Catit 


“Or a baseball stadium?” Mr. 
Scott added. 

“Not at all,” Mr. Marshall as- 
sured them. “We’re filming a pic- 
ture that you'll be able to see in 
your local Fox Theatre. We haven’t 
decided whether to call it ‘No 
Room For The Bridegroom’ or 
‘The Golden Goose.’ Which title 
do you fellows think would be more 
appropriate?” 

“I don’t 
brightly. 

“Neither’s appropriate,” Mr 
Scott declared firmly. 

Mr. Marshall was curious. 
“What would you suggest?” he 
asked. 

“How about ‘No Room For The 
Golden Goose’—that sounds nice,” 
Mr. Scott observed. 

At this point, Mr. Marshall and 
Miss Parker excused themselves. 
This, as any mathematician can de- 
duce, left the gag writers alone to- 
gether. 

“Might as well get ourselves a 
pint,” A. B. said. 

“I could go for a quart,” Mr. 
Scott told him. 

“Agreed,” Joe answered. 


know,” A. B. said 








VENDING 


SINCE 1892 


PROBLEMS SOLVED 


@ THE vending season will be here before you know it... . 
Will YOU be ready for a profitable operation this year? 


@ SOFFE refrigerated bodies are backed by 58 years of solid 


body building experience. 


for you . 


... Let this experience go to work 
. . Our staff is at your disposal to help make your 


coming busy season a profitable one. 


MORRIS SOFFE & 


170 W. BERKS ST. 


SON 


PHILA. 22, PA. 
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Know-How’? With Ads 
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circus animals, such as elephants, zebras, camels, and 
others. 

“We have found that it is wiser to run a small ad 
periodically than a large ad spasmodically. Personaliz- 
ing an ad with a slogan or special trademark and uni- 
form lettering are sound principles to observe. In this 
way, the reader will recognize your advertisement with- 
out reading your company name. Our slogan is “The 
Milk By Which Spencer Grows’ and we use this 
whenever and wherever possible. Also, our name ‘Jer- 
sey Dairy’ is always printed in script. 

“Always adhere to honesty and good taste in your 
advertising. Don’t try to advertise your own product 
by discrediting your competitor. Pictures are a top 
selling device and may be used to personalize your ad. 
We like brief ads, and those which stress only one item 
at a time. 

“We have tied in with a local radio contest and have 
found that women consumers are particularly inter- 
ested in this program. Also, we have arranged for the 
regular showing of a picture of our building in full 


color at the local theatre. 

“We hold ‘open house’ once each year, at which 
time we invite the public to visit our plant. We con- 
duct a guided tour of the manufacturing facilities, 
and stress the fact that visitors are welcome at all times. 
We are frequently host to entire classes from local and 
rear-by schools. Of course we treat our guests to free 
ice cream during their visit. 

“There is one other point about advertising that 
should be mentioned. We have found it good strategy 
tc participate in industrywide promotions such as June 
Dairy Month. And to conclude, I would like to quote 
from T. C. Durmond who suggests that it is time to 
quit advertising 

‘When your competitors stop advertising; 

When no one discovers a substitute for your 

product; 

When none of your present dealers go out 

of business; 

When no new dealers enter the picture; 

When the public stops being born; 

When the public stops dying; 

When the public stops forgetting; and 


, 99 


If you expect to quit business’. 








CHOCOLATE 
COATINGS 
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Give your Ice Cream that “Let’s have some more” taste. 


WILBUR SUCHARD CHOCOLATE COMPANY, INC. ¢ LITITZ, PA. 








Ice Cream Fietp, May 1951 





VLG 


Every trip is a dress parade for a firm dis- 
tributing a food product because purity, clean- 
liness and goodness are so closely associated 
with packaging and method of delivery. That’s 
why so many leaders in the dairy, meat and 
frozen foods industries rely on beautiful Batavia 
Refrigerated Bodies to carry their proud colors. 


The purchase of a custom-built Batavia Body 
always reflects pride-of-ownership in a firm’s 
name and product quality. Yet, graduating to 
Batavia delivery is not an expensive change. 


it is smart merchandising to keep a clean, beautiful delivery body before your 


retail and consuming public. 


ICE CREA 


’ voor frozen 
: r 
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These finer bodies stay new-looking longer, re- 
quire so little maintenance. 


Today, a Batavia Refrigerated Body can rep- 
resent marked new operating economies when 
equipped with a Batavia Hydraulic Refrigera- 
tion System. This self-contained system op- 
erates off your truck’s own power take-off, gives 
you bigger payloads, rapid over-night pull 
downs, larger territorial coverage. Write us 
today for the complete story. 


Batavia makes the delivery body a part 
of modern merchandising. 


BATAVIA BODY COMPANY 


BATAVIA, ILLINOIS 








Conservation Crisis 
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If the scare 
should evaporate and we do not stay in this cold war 


discuss still more difficult situations. 


very long; or if production should increase to the 
point where industry could take care of the munitions 
program and still have plenty for civil uses, the get-to- 
gether would have still greater value to your selling 
organization. We submit to you that the whole matter 
is of sufhcient importance to your business to warrant 
careful consideration at this time. There is plenty of 
time to hold some dealer meetings between now and 
the opening of the real ice cream season. 


Price And Sales Resistance 


We are in a period of rising prices. Ice cream men 
tell us that it is impossible to hold the prices of ice 
cream down to the old time popular retail prices; that 
the Se cone and novelty, the 25c pint package, the 35c 
to 40c special roll, pie or cake are gone, if not forever, 
at least for a long, long time. So what! We simply 
have to get down to brass tacks and work out ways and 
means to SELL our products at these higher prices. 
Our attack must be made on the consumer firing line. 


They are the people who BUY our ice cream—not the 
dealers. The dealers sell ice cream, or at least we ex- 
pect them to do so, and we have to help them do 1t. 

It is well known to every manufacturer of any item, 
that as prices go up, more and more people decide to 
wait, not to buy today, or as in the case of a food or 
entertainment product like ice cream, decide to use less 
and less of it. The way volume sales are built for a 
food product or an entertainment product, is to make 
its use a habit. If the trend of use is downward, the 
habit is not formed, and sales curves do not go up. 
The bad thing about it is that they tend to go the other 
way—DOWN. We have to do something constructive 
to keep our product selling, whether the public can buy 
it for 25¢ a point or 40c a point. We have to make 
them want it. 

Ice cream has so many things to talk about! A 
Coca Cola executive once told G. P. Gundlach that if 
they had as many things to talk about in promoting 
Coca Cola as the ice cream people had, they would 
quadruple their sales in short order. Well, why can’t 
we do the same thing? The great difficulty appears 
to be our adjustment to the rising costs in other things 
besides ice cream. Let’s analyze a bit. 

One of our troubles is that we do not like to make a 
reasonable appropriation for our advertising and sales 


The New 1951 MORRISON “Carry-All” Body Preferred by Ice Cream 
Manufacturers for Refrigerator and Sign Installation Service! 








MORRISON CARRY-ALL MODEL 6-910 


’ 


The MORRISON “Carry-All” streamline design and durable construction 
permits easy handling of heavy refrigerators. Large, locking, weatherproof 
compartments are keyed alike. The “Carry-All” is the ideal body for your 
refrigerator and sign service truck. 
available to suit your particular requirements. 


HUSKY, WIDE AND HANDSOME! 
A Better Body at a Lower Cost! 


A complete line of accessories are 





Write for the new guides to 
the selection of service bodies 
and accessories. They're yours 
free for the asking. 


MORRISON STEEL PRODUCTS, INC. 


655 AMHERST ST . Carry-All Body Division ° BUFFALO 7, N.Y 
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MAKE SALES TRIPLE 
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} Feature month- 


STRAWBERRY RIPPLE 





RIPPLE 


| 


BLACK RASPBERRY 








CHERRY RIPPLE 


ly specials 
using any of 
the 11 Triple- 
purpose Ripple 
Sauces. All Ready- 


ORANGE-PINEAPPLE 


to-Use: (1) For 
Ripple Ice Creams; 


(2) For Tart Toppings, 
Sundae Cups and Ice 


CARAMEL RIPPLE 


Cream Pies; (3) For use in 


Flavoring Ice Creams. 


Ripple & Wave & 
Trademark Registered 


E | L ( H FLAVOR COMPANY | 


ADAMS & FULTON STREETS, PITTSBURGH 33, PA. 


WEST COAST: Fred Cohig, 1855 Industrial, Los Angeles, Calif. 
CANADA: R. J. Campbell Co., No. 2 Dennison Road, Weston, (Toronto) 


NOW! Warehouse Stocks at Chicago, Ill. and Atlanta, Ga. 





promotion budget. We can only think of the enor- 
mous expense of advertising; we say “we cannot afford 
to do that in the ice cream business.” Pfuie! The ice 
cream department is and has been for a generation 
your most profitable section in the whole dairy picture. 
We used to spend 1'4c to 2c a gallon for advertising 
and think we had done a good job, so today, with every 
kind of ice cream selling for a lot more money, we 
still think it can be properly promoted with the same 
number of CENTS PER GALLON. Gentlemen, it 
cannot be done. 

Your dealers must display attractive posters and 
streamers which suggest the purchase of ice cream at 
the time when the consumer has the money in purse or 
pocket; you have to supply ways and means to get ice 
cream home in good condition to be used as an article 
of food or entertainment; you have to suggest methods 
of serving ice cream that are new and attractive to 
young and old. You must be resourceful; you must 
use new ideas. You will have to do it, and you will 
have to pay for it, and you cannot do it successfully on 
2c a gallon; not when soft drinks are spending three 
times that amount on values of one gallon of ice cream, 
or when a pre-war $10 pair of shoes now cost you $22. 

Dealer psychology is such that they want a high per- 
centage profit to push any line today. Even at that 
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Send for Details and 


PINEAPPLE RIPPLE ; 
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MARSHMALLOW RIPPLE*| 
Sac a nearer 


DOUBLE RIPPLES 


Combining any two-flavors N 
—— 


FREE Advertising 
Helps 


most of them don’t like to PUSH; they would rather 
RIDE! So you'll have to get some kind of a convey- 
ance for them to ride in and hope for the best. Our 
suggestion is to WORK HARDER TO GET ICE 
CREAM INTO THE HOME. Exploit the making 
of sundaes in the home. Sell ice cream and toppings 
combinations. Sell dippers or scoops to the house- 
wives. Sell special glassware to make home sodas at- 
tractive; sell em with recipes; sell "em with premium 
plans; sell combinations of glasses, scoops, cones, 
syrups or toppings and ICE CREAM—YOUR ICE 
CREAM. Get into the larger package production; 
sell volume to the home by educating the consumers in 
the use of ice cream and the many appetizing ways it 
can be served to the family. It’s being done elsewhere 
successfully—why do we have to lag behind in up-to- 
date selling methods just because we happen to be a 
conservative people. 

Ice cream people must quit being conservative on the 
sales end. Let’s be conservative regarding our plant 
operation; let’s be conservative on operating costs; let’s 
be conservative by using modern methods of standardi- 
zation in all our operations—BUT—let’s be RADI- 
CAL in sales ideas. 


This article is based on remarks published in a recent edition of the 
monthly bulletin issued by the Harold F. Pierce Associates. 
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Texture Control 
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cream will contain fewer crystals and these will be 
large rather than having the desired large number of 
small crystals. 

If the freezer blades are dull the film on the surface 
of the freezing chamber becomes thicker before being 
removed and produces a coarser ice cream. Not only 
are larger and coarser particles scraped off, but the mix 
is seeded less abundantly with crystal centers. This 
results in slower freezing, larger ice crystals and coarser 
ice cream. It is absolutely necessary that the blades 
be kept sharp and in good condition if one wants 
smooth texture. - 

The drawing temperature is another important fac- 
tor in texture control. To produce the smoothest ice 
cream, it should be drawn from the freezer at as low a 
temperature as possible, which means that it should be 
as stiff as practicable. The more water frozen in the 
freezer, the less that remains to be frozen in the hard- 
ening room. The rate of freezing is much greater in 
the freezer than in the hardening room and in the 
freezer the mass is being agitated and new crystal 
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centers are being formed continually, all of which pro- 
mote small ice crystals. 


When the ice cream has been frozen to the proper 
stiffness, it has a dry appearance. If the surface of the 
ice cream is shiny and wet, it is a sign that the drawing 
temperature is too high. The drawing temperature also 
is influenced by the type of freezer. In a continuous 
freezer, the ice cream may be drawn at 20 to 22 F., 
while in a batch freezer the ice cream may have to be 
drawn at 24 to 26 F. in order to have the consistency 
desired in emptying the freezer. Under these condi- 
tions a considerably greater amount of water remains 
to be frozen in the ice cream from the batch freezer 
than from the continuous freezer. This water is frozen 
at a slower rate and freezes on: the crystal centers al- 
ready present and as a result, larger ice crystals will 
be present in ice cream produced in a batch freezer. 


Rapid Hardening Advisable 


The rate of hardening the ice cream also influences 
the size of the crystals. It is desirable to harden as 
rapidly as possible and this becomes a problem of heat 
transfer from the package to the air. The greater the 
temperature differential between the ice cream and the 
air, the more rapid will be the hardening. Movement 
of the air over the packages is important. In this con- 
nection, it is important that some space be left between 
packages to aid in circulation and facilitate heat trans- 
fer. 


After the ice cream is hardened the principal detri- 
ment to good texture is temperature fluctuations. Be- 
tween the freezing point of the mix and hardening 
room temperature, the amount of water that is frozen 
varies with the temperature. Thus, if the temperature 
rises, some of the ice will melt. If the temperature is 
lowered, some of the water in the unfrozen portion 
freezes out as ice. However, the water does not freeze 
out on the crystals from which it melts. Small ice 
crystals disappear first on melting because they are so 
small. During crystallization the material is deposited 
on the greater surface of the large crystals. As a 
result of temperature fluctuations the small crystals 
melt with a rise in temperature and when the water 
freezes out again as the temperature is lowered, the 
ice is deposited on the larger crystals that remain. This 
coarsening effect is especially pronounced in retail cabi- 
nets where the temperature is usually several degrees 
above zero. More water is involved in a temperature 
change under these conditions than with the same 
fluctuation at say —10° F. With more ice melting and 
freezing, the growth of the crystals is more rapid. 





This article is based on a paper presented at the recent University of 
California Dairy Industry Conference. 
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182 Trucks Gross 
$1 Million Yearly 
For Californians 


INCE 1946, the familiar phrase “Have A Swell- 
S time” has become synonomous with ice cream up 
and down the coast of California from San Diego 
to Oakland and as far East as Phoenix, Arizona. 
The Swell Time Ice Cream Corporation, and its sub- 
sidiary, the Swell Time Ice Cream Corporation of 
California, was originated in June of 1946 by Richard 
Davis, the present President of the firm and Marvin 
Symons, retired Vice President. These two gentlemen 
and their associates had, just prior to the organization 
of Swell Time, sold four wholesale ice cream plants 
in the Los Angeles area to Carnation Company and 
having had “nothing better to do,” they decided to 
try the retail vending end of the ice cream business. 


182 Vending Trucks 


Although the company does a gross business of 
over a million dollars a year and operates 182 vend- 
ing trucks, it does not manufacture its own ice cream. 
All products sold are manufactured by Carnation 
Company in their plants in Oakland, Los Angeles and 
Phoenix. All stick confections, although sold under 
the Swell Time trademark are licensed under the Joe 
Lowe program. 

Originally the operation was an employer-employee 
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“TRY THIS,” says the 
Swell Time salesman to 
west coast habitants 
seeking ice cream en- 
joyment. Below is @ 
view of part of the 
firm's fleet of 182 
vending trucks. Note 
the eye-catching decals 
affixed to the vehicles. 











mittraggy 


operation; that is, all driver-salesmen were hired on a 
commission basis with a weekly guarantee. How- 
ever, in 1949, in order to increase the salesmen’s earn- 
ings, Charles Staveley, the southern divisional man- 
ager, suggested that the firm franchise certain terri- 
tories to individual drivers. The idea was put into 
torce at once and has worked out admirably. Drivers 
are assigned certain territories, and rented a truck, 
for which they pay a daily fee (which also covers 
maintenance). Merchandise is sold by Swell Time 
to the drivers at prices slightly above cost. 


Monthly Sales Meetings 


The plan has worked very well both for the drivers 
and the company, and although the drivers are not 
employees, sales meetings are held monthly in order to 
gather ideas and stimulate greater year round sales. 





SWELL TIME vending operation makes use of two basic truck 
units. The first (top photo) is a standard *%4-ton chassis with 
self-contained refrigerated body. The other (bottom photo) is 
an improvised jeep for use in the Arizona territory. 





Contests are staged about every six weeks in which 
cash prizes are awarded the driver salesmen for high 
sales, or selling the most of a certain item such as ice 
cream pies or nut-rolls or half-gallons. Prizes are 
also awarded for cleanliness, neatness of stock, and last 
but not least, safe and careful driving. 


The largest portion of the fleet maintained and op- 
erated by Swell Time consists of *4 ton Fords, Chev- 
rolets, and Internationals (about equally divided) and 
equipped with self-contained % H.P. Servel or Le- 
igh compressors. The largest portion of the refrig- 
erated bodies were built by Metalco Body Works of 
Los Angeles and refrigeration is provided by Kold 
Hold plates. The Arizona fleet is made up entirely of 
jeeps. These lighter vehicles allow salesmen to drive 
out in cotton fields or lettuce fields and sell the pick- 
ers right on the job. 


Company Maintenance Shops 


The company operates its own maintenance shops 
in Burbank and Oakland and also a radio shop in 
Burbank as all trucks are equipped with amplified 
music boxes and loud speakers. Swell Time also 
maintains its own paint and body shop. About 500 
large and 1000 small decals are used each year. These 
are supplied by the Morse Decal Company of Los 
Angeles. 


In spite of increased cost in materials and labor, 
Swell Time has never deviated from its policy of sell- 
ing good ice cream and novelties at a fair price and, 
thanks to the fine cooperation of Carnation Company, 
is still vending five and ten-cent novelties on the 
streets of California and Arizona. 
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CONTROL batches by the turn of | 
availve ... 
DECREASE your labor costs 
INCREASE your production 
ELIMINATE bag dust, lint, 


sugar spillage 
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TANK CARS—TANK WAGONS—DRUMS 


Order direct or through your Sugar Broker 





120 Wall Street 


BROOKLYN, N. Y. 
CHICAGO, ILL. 


THE NULOMOLINE DIVISION 


AMERICAN MOLASSES COMPANY 
New York 5, N. Y. 


LOS ANGELES, CAL. 
MONTREAL, CANADA 
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VENDING BODY built by Amerio Refrigerating Equipment Com- 
pany sees heavy service for Ice Cream Enterprises, Inc., vendors of 
Howdy Doody Ice Cream. 





Science Vital 


In Truck Body 


Refrigeration 


W vene its May editorial spotlight focused on 


general problems of transportation and distri- 

bution of ice cream, Ice Cream Fietp con- 
sulted Pat Amerio of the Amerio Refrigerating 
Equipment Company to ascertain his views on the ques- 
tion of street vending. 

According to Mr. Amerio, the problems involved in 
building scientifically-refrigerated ice cream bodies for 
street vending differ greatly from those involved in the 
construction of regular-sized delivery bodies. The 
truck chassis is materially smaller. Every cubic inch of 
space must be utilized to the utmost. No waste space 
can be afforded. There must be no restrictive corners 
or curves to restrict maximum payload. While the 
body is more compact, it still must be streamlined for 
the utmost of efficiency and style. 

Refrigeration, said Mr. Amerio, must be scientifically 
determined and installed. Insulation must be “tops.” 
There is a constant opening of doors, and if refrigera- 


tion should be inadequate, fluctuating temperature 
would result in damaged goods. This is an especially 
significant point, Mr. Amerio noted, for by far the 
great majority of vending sales occur in warm weather 
when air temperature and humidity are close to their 
maximums. 

The matter of driver convenience was discussed by 
Mr. Amerio. Customers seeking to purchase ice cream 
invariably are in a hurry, he remarked, and consequent- 
ly, lost motion and waste of time must be eliminated. 
Even the location of the doors and which way they 
swing become important factors. 

Appearance counts, also. Selection of paint colors, 
lettering and emblems is an important task. Mr. 
Amerio believes also that where logical regulations per- 
mit, discrete use of sound should be considered. 
“Tinkling or chiming bells” are recommended. The 
sound should be “intriguing” but never “raucous,” he 
said. 





Shore Graft 


STAINLESS STEEL FOUNTAIN ACCESSORIES 


«<——!ICE CREAM SPADES 


Constructed of 18-8 stainiess 
steel. Bakelite handle. Strong, 
Sturdy, Sanitary. 


ICE CREAM DISHERS-—~> 


18-8 Stainless Steel Construction 
Throughout. Made in eight sizes: 
8, 10, 12, 16, 20 24, 30, 40. 
With different color Bakelite 
Handles denoting disher -sizes. 


PRECISION MADE FOR SATISFACTORY SERVICE 


SHORE MACHINE CORPORATION 


455 West 45th Street. New York 19. N. Y. 
Manufacturers of SHORE CRAFT Quality Fountain Accessovics 
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“TRANSPORTATION TODAY" is theme of the accom- 
panying picture section. On this page, in counter-clock- 
- cn Lf wise order beginning with the top, right photo are seen: 
SPuMON | : One of the BATAVIA BODY COMPANY refrigerated 
TORTON mg truck bodies recently exported to Germany for the Army 
and Air Force Exchange Service. Body dimensions are 
170 inches inside length, 79°4 inches width, and 60 
inches height. High temperature plates measure 69 inches 
by thirty inches by | inch. Next is a view of an 880-gallon 
capacity ice cream body manufactured by the SCHNABEL 
COMPANY for Foremost Ice Cream. This unit has a 
three-inch rubrail at the roof which serves as a drip 
moulding in wet weather. Next, FRANKLIN BODY AND 
EQUIPMENT CORPORATION designed and manufac- 
tured the Lucy Ricciardi body. Lightweight steel, elec- 
trically-welded is a construction feature. Next, Pen- 
supreme Ice Cream is delivered in an all-aluminum, cus- 
tom built refrigerated truck manufactured by BARRY 
AND BAILY COMPANY. Next, free maneuverability is 
said to be a feature of the Sunland Ice Cream body 
manufactured by the HERMAN BODY COMPANY. It has 
@ capacity of 225 gallons. Next is seen an Emmadine 
Farms refrigerated truck body designed by KEYSTONE 
WAGON WORKS. Aluminum construction is featured. 
Capacity of the vehicle is 1500 gallons of ice cream. In 
the bottom right-hand corner of this page is a view of 
the LM-150 refrigerated delivery truck built by INTER- 
NATIONAL HARVESTER COMPANY. Access to the low- 
temperature area is provided by a thirty-four inch door 
at the rear and a twenty-six inch door at the front. Re- 
frigerated space amounts to 272.5 cubic feet. 


+ 
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TRANSPORTATION PARADE continues on this page. In 
clockwise order, beginning with the top, left photo, are 
seen: The Kold King refrigerated body manufactured by 
AMERICAN BODY AND TRAILER, INC. Capacity of 
this unit is 845 gallons of ice cream, and it is being used 
tor delivery purposes by Fenn Brothers Ice Cream Com- 
pany. Next is seen the WHITE MOTOR COMPANY 3000 
chassis for refrigerated ice cream bodies. As used by 
the Dean Milk Company, the vehicle features a short 
turning radius and easy accessibility to the cab. Next 
is seen the standard 900-gallon refrigerated truck body 
as manufactured by HACKNEY BROS. BODY COM. 
PANY. The trend is to larger delivery bodies, this com- 
pany believes. Next, MORRIS SOFFE AND SON de- 
signed and manufactured the Punch and Judy ice cream 
vending body pictured at the right. This firm has been 
manufacturing such vehicles for close to sixty years. 
Next, MURPHY BODY WORKS obuilt the 940-gallon re- 
frigerated ice cream body for the Borden Company. It is 
mounted on a two-ton chassis, and is of all-steel construc- 
tion, including doors. A Kold-Trux unit provides con- 
tinuous refrigeration for this custom-built model. Next 
Ideal Ice Cream Company has found a variety of uses for 
the service body supplied by MORRISON STEEL PROD- 
UCTS, INC. Guide books on the selection of service 
bodies are available on request from the organization. 
In the bottom left-hand corner of this page is pictured a 
1000-gallon capacity ice cream body used by Pickwick 
lce Cream Company. Manufactured by REFRIGERATOR 
TRUCK BODY COMPANY, this unit features the “drop- 
frame’ design wherein front and rear doors are lowered. 
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MEESE CATALOG 


The latest edition of the “Sham- 
rock Catalog,” issued by Meese, 
Inc. to illustrate the firm’s line of 
cork-insulated canvas shtpping con- 
tainers, has just come off the 
presses and is available to the 
trade. According to a spokesman 
for the company. the products 
shown represent more than twenty- 
five years’ experience in the spe- 
cialized manufacture of insulated 





shipping containers. 
IMPULSE BUYING is stimulated by street vending 


equipment such as the units pictured above. Ac- Photographs, dimensions, and other 
cording to the manufacturer, Acorn Sheet Metal features of the Shamrock Shippers 
Manufacturing Company, there has been a great ; ) eR 
are included in the catalog. Many 
increase in the acceptance by ice cream manu- 
facturers of this method of distribution. Apparent- new models have been added. 

ly, the Borden Company agrees. 

















MECHANICAL REFRIGER- 
ATION can be added to 
delivery trucks with the 
Kari-Kold Company porta- 
ble cabinet (Model 212) 
pictured at the left. Its 
capacity is from twelve to 
seventeen gallons of ice 
cream. The model is built 
exclusively for Divco trucks. 
At the right is illustrated 
the Town Container, a 
product of the Town Equip- 
ment Company. Using from 
five to seven pounds of 
dry ice, this unit keeps as 
many as forty quarts of ice 
cream hard frozen for ten 
hours. 
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VENDING TRICYCLES in three different models are currently SHORT DISTANCES can be covered adequately by ice cream 
being manufactured by the Worksman Trading Corporation. vendors with a tricycle such as the one pictured above, according 
Styrofoam and Kapok insulation are featured. Two of the Works- to C. B. T. Hamilton, Proprietor of the Hamilton Bicycle Company. 
man models have capacities of thirty-five dozen novelties each. When a street-to-street salesman is assigned an area amounting to 
Cabinet dimensions are 42 inches long, 22'2 inches wide, and 28 five or six miles, Mr. Hamilton observes, the three-wheel cycle 
inches high. The third Worksman tricycle model [illustrated is an efficient sales aid. The Hamilton Company manufactures an 
above) has a capacity of forty-five dozen ice cream items. The extensive line of two and three-wheeled cycles, including special 
cabinet on this model measures 42 inches long, 26 inches wide, bicycles for cripples. Additional information is available on 
and 28 inches high. request. 
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Portal-to-Portal Pays 


OUSE-TO-HOUSE selling of ice cream is not 
H a new idea, but rather a rejuvenated idea. Years 

ago, companies in several locations tried selling 
ice cream from their milk wagons but weve not too suc- 
cessful as people were not able to hold it for any length 
of time. Now, with the advent of the home freezers 
and mechanical refrigerators, farm and city dwellers 
alike are equipped to hold ice cream indefinitely. This, 
along with the general trend of acceptance of home 
delivery, has made house-to-house selling of ice cream 
both favorable to the customer, and profitable to the 
ire cream company. 

It is only natural for ice cream to be sold by the 
retail milk driver, with his dairy products; by the milk 
or cream hauler on his return trip to his producers; or 
by the bakery route driver as an accessory with his pies. 
Experience has shown that many additional sales de- 
veiop with the sale of ice cream. It was noticed in one 
case that the bakery driver sold more ice cream than 
the milk driver because the former made it a point to 
see his customer. When the milk driver saw his cus- 
tomer he sold more ice cream, and often increased the 
standing order for milk and cream, along with addi- 
tional eggs, butter, and cheese. 


Impulse Sales 


Ice cream sales direct to the housewife are largely 
on-the-spot sales that can be classed as new and in- 
creased business. In many instances, ice cream manu- 
facturers showing the greatest gains over last year are 
those who have been retailing house to house. This is 
not a Summer business through sales are highest then; 
it is a year round business that helps increase Winter 
gallonage. 

Cost of handling ice cream on retail route deliveries 
is small, when properly handled. Suitable containers 
are available for most type deliveries, 2nd once pur- 
chased, the only cost is for dry ice, which can be 
figured at about 25c per truck. A piece of dry ice, 
about 2° x 5 x 10, will weigh from five to seven 
pounds. This, wrapped in a sheet of paper, or put 
into a kraft bag, will maintain proper refrigeration for 
sixty pints from eight to ten hours. In extremely warm 
weather, it is advisable to put a smaller piece of dry 
ice in the bottom of the container to absorb the heat 
from the floor. 

The dry ice should be placed directly on top of the 
packages, and allowed to remain in constant contact 
with the ice cream, thus refrigerating the remaining ice 
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cream and not the top empty part of the container. 

Pints and quarts seem to be most popular in city 
deliveries and generally are carried in three flavors. A 
fair average for city sales for the year is twenty pints 
per day. Gallons and half-gallons are cacried on the 
farm and rural deliveries, and average around eight 
gallons per trip. 


Inaugurating a venture of this type presents two 
problems that easily can be overcome. One is the 
driver’s reaction toward handling another product. Sev- 
cral companies have worked that out very nicely. They 
have selected a couple of drivers, given them a supply 
of ice cream and asked them to see what they could 
do. When other drivers saw what was going on and 
their customers began asking if they had ice cream, 
the drivers, realizing that commissions resulted from 
sales, went to their companies and asked if they, too, 
could handle ice cream. In effect, the drivers asked 
for it, and therefore liked the idea. 

There is always present the possibility that the manu- 
facturer is inclined to consider the negative attitude 
which his corner drug store outlet might have toward 
direct consumer selling of the same brand of ice cream. 
There are several good and reasonable answers to this. 
First: as long as it is the same brand of ice cream, the 
price can be maintained. In some cases, 2 premium is 
charged for house to house delivery. Second: sooner or 
later some one will merchandise ice cream in this 
fashion, so it may as well be his brand rather than a 
competitor’s. Third: most of the home sales, being 
bought by impulse, would not have been made at the 
store. Fourth: if the housewife wanted a particular 
brand, she would go to the nearest store handling it. 


One thing must be remembered: to do a bang-up 
campaign in this house-to-house selling of ice cream, 
co-operation is required from all angles. The company 
must let the housewife know its drivers have ice cream 
through advertising. It can help sales by running 
monthly specials. The driver should carry an empty 
ice cream carton in his basket at all times. If he 
doesn’t mention having it, the carton might catch his 
customer’s eye. The ice cream should be a good quality 
ior repeat sales, and the package should be neat and 
clean upon delivery. 

Every retail milk truck, milk hauler, and bakery de- 
livery truck is a potential outlet for additional ice 
cream sales. 


Material for this article was developed exclusively for ICE CREAM 
FIELD by a leading manufacturer of dry ice. 
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SURE-KOLD 


INSULATED BAGS 


@ MORE ICE CREAM IS SOLD IF IT CAN BE KEPT COLD from 
to table. The housewife on her shopping tour or 
on his way home from work will pick up ice cream 

they know it will remain cold and solid. Surveys have 

@ Lowest priced in- that a SURE-KOLD INSULATED BAG is often the 

sulated bag on sales-clinching factor . .. the difference between a sale 
she marti made and a sale lost. 


LID ORC 





@ Available in a full 
range of sizes. 


ae 
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RE-K INSULATED BAGS can be custom-printed in one 

more colors with your name, trademark and sales mes- 

© Strong, offitum The insulating, cold-holding feature is highly effi- 

attractive. Easy , yet SURE-KOLD BAGS cost less than any other 

to use. insulated bag. They are easy to use . . . easy to open, 
fill and close. 


@ Custom-printed to Get ready for the busy, warm weather season when your 

trade will really appreciate SURE-KOLD INSULATED BAGS. 

Place them on or near your self-service cabinets with an 

ments. invitation to use them. Watch your sales skyrocket. For 
full information on this top quality, low priced insulated 
bag, write, phone or wire today. 


DESIRABLE SALES TERRITORIES OPEN WH ITN EY BROS I Ni C 
TO DISTRIBUTORS AND SALES ez 
REPRESENTATIVES. APPLICATIONS Established 1877 

AND INQUIRIES INVITED. 


34-42 FARNSWORTH STREET, BOSTON 10, MASSACHUSETTS 


Pacific Coast: West Coast Coverage Co., 4204-10 S$. Produce Plaza, los Angeles 58, Calif. 


your require- 
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The Reader Asks: 





By DR. C. D. DAHLE 


Technical Editor, Ice Cream Field 


French Ice Cream Experiment? 


We have been doing a little experimenting on our own 
with the manufacturing of a French Vanilla ice cream using 
dried egg yolk powder. In order to make only a small batch 
at a time we have had to dissolve the powder, combined with 
a little additional sugar, in the mix after pasteurization. 
This has not been too successful. We are now at the point 
where we can make a full batch and would like some infor- 
mation as to the use of whole raw eggs in such a mix. Our 
present formula calls for 15 per cent sugar, 12 per cent Fat, 
11 per cent S. S. 


I would appreciate receiving your ideas 
on this matter. 


We would also like to make a French Chocolate at some 
time in the future. We would like to make our basic French 
mix and then add the chocolate flavor in the mix tank at 
the continyous freezer. At present we are making a choco- 
late mix and have no formula for adding the chocolate flavor 
at the later stage. Would like your views on this also. 


Answer 


My suggestion to you is to use dried whole egg yolk in 
making your French vanilla ice cream. All you need to 
do is buy a good quality dried whole egg yolk and add it to 
the mix at the time you are making the mix. You will have 
no difficulty dissolving this and I suggest you mix it with 
a certain amount of sugar to insure quick dispersion. 

You may make your chocolate ice cream in the same 
manner, by adding the egg yolk powder directly to the mix 
at the time of making the mix. 

If you do not intend to make a complete French ice cream 
mix but would like to make French ice cream, you may add 
a base made from egg yolk to the ice cream mix just before 


it goes into the freezer or you may put this material in the 
Univat. 
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The French vanilla can be made by merely flavoring the 
ice cream with the proper amount of egg yolk solids. Our 
law calls for 1.4% dried egg yolk solids in ice cream if it is 
to be called French or custard. 

Below you will find a method for making a custard solution 
to add to your ice cream and get the results as you would 
have in a French vanilla or custard ice cream. Naturally the 
egg yolk would dilute the mix to a certain extent but if you 
start with a mix of 12% you will still have the legal product. 


3.25 Ibs. dried egg yolk 

5.00 Ibs sugar 

1.00 qt. condensed skim 

Add water to make 2.5 gals. Heat to 145 F. 
Cool and add 4.75 Ibs. or about 2.1 qts. 

to 4.5 gals. mix. 


Troublesome Shrinkage? 


We are having quite a problem with our shrinkage and 
would like to have your opinion concerning this trouble- 
some item. 


Answer 


I am sorry to hear that you are having trouble with 
shrinkage and the only thing I can suggest at this time is to 
be sure that you are using nothing but the freshest kind of 
material. In other words we have found that sometimes 
proteoytic enzymes and lipolytic enzymes can act on milk 
and cream before they have been pasteurized, thus affecting 
the minor constituents of the serum of the mix, caused 
shrinkage. Milk, cream, and other materials used in ice 
cream should be pasteurized as quickly as possible. This 
pasteurization will tend to kill any enzymes present. Pas- 
teurization temperatures should be about 100°. 


If you are buying milk and it is stored for some time be- 
fore pasteurization, this may be the cause of your shrinkage. 


Also raw fruits such as strawberries which have not been 


cooked in any respect may also give rise to shrinkage, we have 
found. 


I would use low temperatures in my cabinets, low tempera- 
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tures on the trucks and see that the dealers maintain a low 
temperature throughout in the cabinet. We don’t want ex- 
tremely low temperatures, however, like 30 to 50 below O 
in the hardening rooms, as this sometimes accentuates 
shrinkage. 

Your formula appears to be quite satisfactory although it 
is somewhat high in serum solids. I don’t believe this would 
be much of a factor, however; with the high serum solids 
you have more lactose and then, of course, you are using 
some corn sugar along with your high serum solids which 
would make a product having a somewhat low freezing point. 
This ice cream would be a little bit softer at normal tempera- 
tures than other ice creams might be. Perhaps a little colder 
temperature in your dealers’ cabinets would help. 


Reducing Mix? 

We are going to use a mix this summer from a concern 
that makes only 12 per cent mix, yet we want novelties 
(ice cream suckers, ets.) which are made up of 10 per cent 
mix. They cannot make up this 10 per cent special. Is 
there any known way of thinning the mix to make it a 10 
per cent mix? We have heard a certain amount of homog- 
enized milk will do the trick. If so, what would be the 
amount to use per 10 gallon mix? 


Answer 

In order to reduce the 12 per cent mix to a 10 per cent 
mix and still have it test properly in solids, I am suggesting 
the following. 

Add 6.1 Ibs. of skimmilk, 7 Ibs. of condensed skimmilk, 
2.3 Ibs. sugar to a 10 gal. can. Mix this up thoroughly and 
dissolve the sugar and then add enough 12 per cent mix to 
fill the can exactly full. You will then have a mix that 
tests 10 per cent fat, 12 per cent serum solids, 15 per cent 
sugar, and about 0.3 per cent stabilizer. I did not include 
any extra stabilizer in this mix since you are going to use it 
for novelties. 
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A NEW FLAVOR 
SENSATION! 


FRUITY 
COCOANUT 


A new flavor combination with popular Cocoa- 

nut predominating — combined with luscious 

Pineapple and Orange. A flavor that will appeal 

to your customers and bring them back for more! 
Packed in No. 10 cans. 


A new ip PRODUCT 


wrisnion oisviet H, A, JOHNSON CO. 


Brighten District 
Besten 35, Mass 


125 MaeQuesten Pkwy. 8. 
Mount Vernen, N. Y. 
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If you are unable to get condensed skimmilk or skimmilk 
then you will just have to add homogenized milk if you 
have that. I believe, however, you will be able to get the 
other products in your neighborhood and have on hand. 

If not, you will not have a well balanced mix because you 
are not adding the extra condensed milk. If you wish to 
merely standardize with homogenized milk, you will be short 
on solids. You must add the 2.3 Ibs. of sugar anyway. I 
suggest that you get the skimmilk and condensed milk. 


Chocolate Formula? 


I wish you would give me a formula for a good chocolate 
mix. We wish it to test 12 per cent butterfat, 10 per cent 
solids-not-fat, 18 per cent sugar, 0.35 per cent low Bloom 
gelatine. This product we hope will be thin enough to 
cool properly. We homogenize at 2500 pounds pressure, 
and use both cane and corn sugar. 


Answer 


Herewith you will find a chocolate ice cream mix which 
I hope will be satisfactory. 


Cocoa 3.5 
40% cream 30.0 
Cond. skim 29.0 
Cane sugar 13.5 
Corn sugar 4.5 " 
Gelatin .35 Ibs. 
W ater 19.15 Ibs. 


100.00 


You did not indicate whether or not you are using any 
milk so I therefore used water to balance out this mix. 

I would pasteurize this mix at 160° F. and homogenize at 
around 2000 pounds pressure. If the mix is too thick then 
I would reduce the pressure accordingly. 


18% Ice Cream? 


We are making our ice cream mix as follows: 


36 Ibs. Sugar 

12 Ibs. Dextrose 

1 lb. Gelatin 

15 gals. 40°% Cream (not homogenized) 
9 gals. Milk 

6—#10 Cans Evaporated Milk 


This produces an ice cream running about 20 per cent 
butterfat content. We would like to have a formula to make 
about an 18 per cent butter fat ice cream using instead of 
the evaporated milk, skim condensed which we could buy 
in bulk. Will you please give your suggested formula in 
gallons and pounds? 


Answer 


I am very glad to submit herewith an 18 per cent butterfat 
ice cream mix using condensed skimmilk rather than the 
product you have been using. 

I note that you aren’t using homogenized cream. I would 
suggest that the cream be homogenized and I think you would 
probably find that you would have better results with your 
finished ice cream. 

Your mix figures out about 300 lbs., therefore, I am giving 
you a mix herewith in terms of 300 Ibs. and also in terms 
of gallons. 


40% Cream 
4% Milk 
Condensed skim 
Cane sugar 
Corn sugar 
Gelatin 


126.00 Ibs. 
90.51 
33.00 
37.50 
12.00 

0.99 


15.0 gals. 
10.5 
3.33 
37.50 
12.00 
0.99 


Test of Mix 
18% fat 
8% S.S. 
16.5% sugars 
0.33 gelatin 
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NEW MANN ITEMS 1 
Mann’s Candies has recently de- 


veloped two new flavors of interest 
to ice cream manufacturers. They are 
“coffee royal” and “nut butter crunch.” 
The former comes in pellet form for 
use with coffee-flavored ice cream. The 
latter is designed for use with a fruit 
feeder, comes in pellet form, and is 
specially treated, according to the man- 
ufacturer. 


The complete line of Mann’s 
Candies for use in ice cream can be 
used with fruit feeders in a continuous 
operation without shearing or break- 
ing pins, it was stated. Actual pro- 
duction records of an entire day’s run 
of 1,500 pounds of Peppermint Stick 
Candy without a single shutdown have 
been established. 

Additional information and _litera- 
ture are available 


Candies. 


from Mann’s 


SYRUP JARS 2 


After two years of research and ex- 
perimentation, Kenco Products Corpo- 
ration has made available a complete 
line of syrup jars molded of “Melmac” 
plastic. (“Melmac” is the American 
Cyanamid Company’s melamine-for- 
maldehyde molding compound, well- 
known to the food-dispensing industry 
as a principal material in heavy-duty 
dinnerware.) 

Kenco points out that the new plastic 
jars are break-resisting, and losses 
through shipping or cracking are 
drastically reduced. The jars weigh 
1.8 pounds each. Generously curved 





Your Firm Name 


Address 


Your Name _ 


Your Title... 





| New Products 








corners and smooth cavity surfaces 
facilitate cleaning. Uniformity.of con- 
struction enables close fitting of 
pumps and eliminates the need for fill- 
er strips to protect refrigeration. 

The plastic syrup jars come in a 


3 


variety of sizes. Additional informa- 
tion and literature are available on re- 
quest. 


“PLENTY-FLAVOR” 3 


Malt-A-Plenty, Inc. has recently 
made available a line of fountain 
flavors packaged in single-service bot- 
tles. Six varieties of “Plenty-Flavor” 
are also available. They are straw- 
berry, raspberry, pineapple, 
vanilla, and root beer. 

The manufacturer points out that 
there is nothing to add except sugar 


cherry, 


I would like to know more about the 
following New Products mentioned in 
the May issue. 


(Print Identifying Numbers ) 
Lied: Cages Raad Raaa > Gael eae 


INFORMATION PLEASE 


To New Products Department, 
Ice Cream Field 

19 West 44 Street 

New York 18, N. Y. 


and water in order to make up the 
syrups. There are four fluid ounces in 
each bottle. The fountain clerk pours 
the entire contents into a gallon jar 
containing six pounds of sugar, fills 
the jug with warm water, and the 
syrup is made. 

These flavors are all “top quality,” 
according to the manufacturer. Uni- 
form flavor in every batch is an ad- 
vantage of this system, it was said. 


SAFETY BOOKLETS 4 


Four new booklets on safety, de- 
signed for distribution by plant fore- 
men or as payroll enclosures, have 
just been released by the National 
Safety Council. The booklets cover 
safety in the plant, at home and on 
the highway. Humorous cartoons and 
light treatment in the text sugar-coat 
the “message.” 

“Aren’t People Funny?” pinpoints 
12 unsafe attitudes—the “dirty doz- 
en” human foibles that are hidden 
causes of many accidents. 

“K. ©. Dirt and Disorder” points 
out why it is better, easier and safter 
to work in a clean and orderly place. 

In “Cry Whoa!” Shakespeare takes 
the wheel to help reduce off-the-job 
motor vehicle accidents, which account 
for the greatest share of off-the-job 
injuries and deaths. 

“Safety "Round the Clock” deals 
with home safety twenty-four hours 
a day, with eight pages of good medi- 
cine for the family. 

Sample copies of the booklets and 
prices may be obtained from the Na- 
tional Safety Council. 
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SWEDEN UNITS 











The Sweden Freezer Manufactur- 


ing Company, makers of soft ice 
cream and frozen custard freezers, an- 
nounces the development of the M 
1-190 


freezer. This model, illustrated above, 


continuous soft ice cream 
to be used specifically for making milk 
shakes, is said to be especially suitable 


Out- 


standing feature of the new machine 


for large -volume instal lations. 


is the way it permits “mass produc- 
tion” of milk shakes, thus allowing op- 
food and 


rapid service, 


erations to control rising 


labor costs, maintain 
and stabilize quality and portion con- 
trol, according to a company spokes- 


man. 


The new model includes these de- 


sign features: electrical foot-switch 
operated draw-off 


heavy gauge stainless steel, 4-gallon 
mix tank, and 


gate, removable 
helical 
gear and self-adjusting V-belt drive, 
with one motor operating both dasher 
and condenser unit. 


ball-bearing 


Special features of the M_ 1-190 
consist of a new “baffle” type dasher, 
especially designed for making milk 
shakes, and a temperature control that 
permits adjustment of the machine to 
any desired milk shake consistency. 

Although capable of high-speed pro- 
duction of milk shakes (8 a minute on 
the average), the dimensions of the 
M 1-190—27” wide, 21” deep, and 31” 
high—permit this compact unit to be 
placed on backbar, counter, or on a 
special frame or reserve mix storage 
Sweden 


Company. The machine is completely 


cabinet obtainable from the 


self-contained, requiring only connec- 


tions to cooling water supply, drain, 


100 


and electrical power source, to be ready 
for operation. 

The firm is also offering a double- 
head 2',-gallon batch-feeding freezer. 

The model consists of two 4-gallon 
stainless steel refrigerated mix hold- 
ing tanks placed in the top of the 
freezer and a magnetic solenoid valve 
for releasing a fresh supply of mix 
into the rear of the cylinder. When 
the cylinder becomes empty the op- 
erator twists the hand switch above 
the cylinder and ‘continues on with 
other duties. The sanitary solenoid 
valve permits a measured batch of 
mix to enter the cylinder, thus prevent- 
ing over-charging of the cylinder. The 
mix tanks are removable without tools 
for easy cleaning. 

The chief advantage of this batch- 
feeding model is that manual filling 
during busy periods is eliminated, the 
company states. 


“FREEZ-O-ALARM” 


Philadelphia Scientific Glass Com- 
pany has developed a device known as 
“Freez-O-Alarm” which serves as 
warning instrument when temperature 
control apparatus fails. Features in- 
clude dual single alarm for maximum 
safety, around - the - clock - protection, 
plug-in installation, and range from 
30° to 700° F. It can be installed 
easily by plugging in the alarm unit 
to a 110 Vole AC receptacle. Addi- 
tional information and literature are 
available on request. 


HOMOGENIZER MANUAL 7 


A new “Homogenizer Maintenance 
Manual” is the first of a mew series 


to be published by Cherry-Burrell on 


major dairy and food plant machines. 
While specifically written to cover the 
Superhomo and Viscolizer, the sug- 
gested Five-Point program of planned 
homogenizer maintenance is essential- 
ly the same for all makes. 

The Five-Point planned maintenance 
program described in the new main- 
tenance manual installation, 
operation, check-up and cleaning and 
Each section of the 


covers 


lubrication. 
manual discusses every day problems 
and procedures in brief, concise fa- 
shion, giving the correct answers based 
on the extensive experience of Cherry- 
Burrell service, engineering and re- 
search staffs. 

Cherry-Burrell Maintenance Man- 
uals published during World War II 
helped hundreds of dairy and food 
plants their equipment last 
longer and function properly. They 


make 


eliminated costly repairs and replace- 
ments at a time when new machines 
and repair parts were difficult to ob- 
tain. The new series of maintenance 
manuals now being prepared by 
Cherry-Burrell is expected to be equal- 
ly as valuable during the Defense 
emergency period. 

Copies of the Homogenizer Main- 
avilable on 


tenance Manual are 


request. 


THERMACOTE FOLDER 8 


A new folder, describing the C-Thru 


transparent cabinet lid, has been 
issued by the Thermacote Company. 
these 


booklet. 


Copies are available on request. 


Merchandising advantages of 


units are outlined in this 


VANILLA REPORT 9 


The report on vanilla ‘lavoring tests 
method of 


Profiles is now available. It gives step 


using the Organoleptic 
by step accounts of the tests conducted 
by the Foster D. Snell Company, New 
York 
uating pure vanilla, vanillin-coumarin 
solution, and Aromanilla. It describes 


how taste panels evaluate flavors ac- 


research organization, in eval- 


(1) Characteristic notes 
of aroma and flavor, (2) the order of 
the appearance of these notes, (3) 
their strength, and (4) the total flavor 
effect. Free copies of this Organo- 
leptic Profile report are available on 
request. 


cording to: 
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BACTERIA BOOKLET 10 


The Diversey Corporation has just 
published Diversey Technical Bulletin 
#201 on Control of Thermoduric 
Bacteria in Dairy Products, second 
offering in the series known as the Di- 
versey Technical Library of Dairy 


Plant Sanitatiqn. 


Thermodurics, bacteria surviving 
pasteurization temperatures, are a 
constant threat to quality milk pro- 
duction. Although they do not multi- 
ply during pastuerization, they  sur- 
vive to show up as colonies in a bac- 
teria plate count. 


While some thermoduric organisms 
are always present in pasteurized 
milk, their presence in excessive quan- 
tities is prima facie evidence that a 
serious slip has occurred in observance 


of proper sanitary procedures. 


In recent years, milk  sanitarians 
and public health officials have shown 
increasing concern over the thermo- 
duric content of pasteurized milk. 
Control of thermodurics presents a 
knotty problem in sanitation. Diversey 
Technical Bulletin +201 reportedly 
tells how these troublesome organisms 
can be dealt with successfully by dairy- 
men so that proper control is assured. 
Copies are available on request. 


SUGAR REPORT 11 


A report of deliveries in the United 
States of sugar and dextrose during 
the fourth quarter and year 1950, 
grouped by types of buyers such as 
bakers, ice-cream manufacturers, and 
wholesale grocers, was made recently 
by the Production and Marketing Ad- 
ministration of the U. S. Depart- 
ment of Agriculture. 


Based on information collected un- 
der a Research and Marketing Act 
project, the report shows deliveries to 
the various trades by refiners, import- 
ers, beet processors, and dextrose man- 
ufacturers. The basic information was 
supplied by firms which ordinarily dis- 
tribute more than 95 percent of the 
sugar sold in this country and by all 
U. S. dextrose manufacturers. 


Tables showing deliveries of sugar 
and dextrose by types of buyers for 
both the fourth quarter and year 1950 
may be obtained upon request. 
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GUNDLACH DISPLAYS 12 


G. P. Gundlach & Company, in 
connection with a new back-bar dis- 
play, announced a complete line of 
lithographed ice cream _ subjects 
mounted for easy use with the channel. 

The new back-bar device consists of 
a channel frame into which is inserted 
the multi-colored lithographed poster- 
card, size ten inches by thirteen inches. 
The channel frame display is available 
in units of four, five, six and seven. 


Used by 
leaders 


GRC CATALOG 13 
The Grand Rapids Cabinet Com- 


pany has recently issued a compre- 
hensive catalog illustrating and de- 
scribing the “Steamfount” line of 
fountain and luncheonette equipment. 

A large number of co-ordinating 
sections comprise the line. According 
to the manufacturer, these sections 
may be had in any one of a large num- 
ber of combinations, to provide the 


dairy industry 
for 25 years! 


offer sure protection 
PLUS low cost on ice 


Series 100 
Sizes to hold 
4 to 20 ats 


ice cream 


es to hold 
from 4 to 20 ats 


ice cream 


cream deliveries. 


Here’s why? 1. Shamrock Cork- 


Insulated Shippers load right on 
your lightweight delivery trucks. 
2. Shamrocks protect ice cream 
for 6 to 8 hours with no appre- 
ciable temperature rise, and no 
added refrigerant. 3. Shamrock 
Refrigeration Storage Cans may 
be used within shippers for long- 
er holding time. 4, 2-inch cork 
insulation. Heavy duck walls, 
metakloth treated inside and 

| out— mildew-proof, waterproof, 
abrasion-resistant; effective mois- 
ture-vapor barrier. Many styles 
and sizes. 


Write for this catalog! 
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* and LUNCHEONETTE 
EQUIPMENT 


service arrangements and sequence 
most advantageous for each individual 
set-up. A free copy of this catalog, 
known as No. 502B, may be had on 


request. 


FORBES DRY MIX 14 

The Benjamin P. Forbes Company 
has recently placed on the market a 
dry chocolate powder for use in flaver- 
ing ice cream. Forbes Dry Mix Choc- 


olate Flavor Powder is milled to a de- 


lpuiabeinraiaries acre e 3, Sareea 


gree of fineness which permits its addi- 
tion to the mix directly at the freezer, 
although it may be incorporated in the 
mix before homogenization. The 
manufacturer points out that the pow- 
der does not in any way dilute the ice 
cream mix. 

The powder is packaged in con- 
venient batch-size glassine-lined con- 
tainers of three and six-pound capac- 
ities. Forty-eight pounds comprise a 
carton. 

Further information, as wel] ag ‘free 
samples, are available on request from 


the Benjamin P. Forbes Company. 
DECAL VALANCES 15 


Personalized, permanent window 
signs are now being used by Sealtest 
dealers equipped with the new ad- 
justable decal valances recently created 
for Southern Dairies by the Meyer- 
cord Company. 

The new decal valance consists of a 
center panel bearing the Sealtest trade 
mark, two blank side panels, with 
overlaps to allow adjustable sizing, and 
a supply of self-spacing letters, offer- 
ing the dealer unlimited possibilities 
as to copy composition. He may set 
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forth his own name, words indicating 
special services offered or any indi- 
If de- 
sired, the center panel may be used 
alone. 














vidualized message he prefers. 


Further information may be obtained 
by writing the Meyercord Company. 


CENTENNIAL SEALS 16 


Reproductions of the Centennial Seal, 
adopted to mark the 100th anniversary 
of ice cream wholesaling, are available 
without cost from the Department of 
Centennial Promotions, Ice Cream 
Fiero, 19 West 44 Street, New York 
City. 


 Haest Penile tor over hod Years 


Our New Plant is now located at 6310 oLincoln Ave, Morton Grove, ll. 
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LIMPERT APPOINTS WALSH 


Limpert Brothers, Inc., Vineland, New Jersey, man- 
ufacturers of fruits, nuts and toppings, announces the ap- 
pointment of Frank V. Walsh, of 550 Tacoma Avenue, 
Buffalo, New York as New York state representative. 

Mr. Walsh was formerly with the Creamery Package 
Manufacturing Company, working out of their Buffalo 
office and is familiar to ice cream manufacturers and dairy 
processors in the western part of New York state. 

Mr. Walsh’s work with Creamery Package has given 
him considerable experience in ice cream flavoring as well as 
first-hand knowledge of the operation and installation of 
machinery and equipment. 

Mr. John Karrell will continue to represent Limpert 
Brothers in the New York metropolitan area. 


BLUMENTHAL EMPLOYEES HONORED 


Two employees of Blumenthal Brothers, manufacturers of 
chocolate products, were honored March 16 on the com- 
pletion of forty years’ service. Martin Krausz, Plant Super- 
intendent, and Miss Jeannette Teague, Secretary to Joseph 
Blumenthal, received gold watches during an informal 
dinner at the home of M. L. Blumenthal, Sr., Chairman 
of the Board. 

Present were all members of the present Blumenthal 
Brothers executive staff, with their wives, wives and sisters 
of original brothers, and Abraham Blumenthal, one of the 
original partners in the firm, since retired. He and M. L. 
Blumenthal spoke briefly, as did Bernard S. Blumenthal, 
President of the fifty-year-old concern. Tribute was paid to 
the long and faithful service of Mr. Krausz and Miss 
Teague, during whose careers the company has become one 
of the nation’s largest producers of chocolate and confec- 
tionery products. 
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NAMES RUHL, WADDELL, PATE 


Robert C. Ruhl, director of the advertising agency di- 
vision of G. P. Gundlach & Company, Cincinnati, nationally 
known consultants to the dairy industry, has been advanced 
to the Gundlach organization’s field consultant service in 
the southeastern states, the company has announced. 

G. P. Gundlach, President, said that Mr. Ruhl will serve 
milk, ice cream and dairy products plant operators in the 
southeastern territory. Composite contributions to the dairy 
industry made by the Gundlach organization staff specialists 
will be available through Mr. Ruhl to dairymen and ice 
cream manufacturers in the field. 

Mr. Gundlach announced that Mr. Ruhl has been suc- 
ceeded as advertising director of the organization’s agency 
division by John A. Waddell, formerly associated with a 
nationally circulated farm publication. 

Appointment of L. M. Pate, Houston, Texas as a mem- 


ber of the field consultant staff was also announced by Mr. 


Gundlach. 

Mr. Pate will serve as Gundlach field representative in the 
Far West division. Associated with the ice cream business 
for twenty years, Mr. Pate was connected with the Purity 
Ice Cream Company, Dallas, Texas for nearly nine years 
until 1939 when Swift & Company took over the operations. 
He continued with Swift in a sales capacity until 1950. 


BRIGHTMAN ENTERS BROKERAGE FIELD 


Ira S. Brightman, for many years Executive Vice Presi- 
dent and Treasurer of H. Baron Company, Inc., and more 
recently Vice President of Max Ams-H. Baron Division of 
Airline Foods Corporation of Linden, New Jersey, has re- 
signed his position to enter the food field as a manufacturers’ 
representative. His office is at 50 Church Street, New York 
7, New York. 


103 








So ec ae DERE PO 


LS A AOE. 


RE 


A. 





VIRGINIA DARE officers are pictured 
in the adjacent photo. Left to right 
are Harry E. Dessender, Vice President; 
Lincoln R. Young, Vice President; and 
Lloyd E. Smith, President. 








BOARD CHAIRMAN Dr. B. H. Smith 
of Virginia Dare is pictured (center) in 
the adjacent photo. At the left is 
Charies |. Heritage, Vice President; 
and at the right is Henry A. Kellerhals, 
Secretary. 
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FLAVOR HOUSE ANNOUNCES PROMOTIONS 

At the recent twenty-seventh annual meeting of the Vir- 
ginia Dare Extract Company, Inc., Brooklyn, all directors 
The Directors elected Dr. B. H. Smith to 
the new office of Chairman of the Board; Lloyd E. Smith, 
President and Treasurer; Lincoln R. Young, Harry E. Des- 
sender and Charles I. Heritage, Vice Presidents; Henry A. 
Kellerhals, Secretary; and Fred A. Abrahamsen, Assistant 
Treasurer. 

As Chairman of the Board of Directors, Dr. Smith will 
Dr. Smith 
founded the extract company in 1923, and has established 
a recor as its President that is outstanding in the flavor in- 
dustry. 


were re-elected. 


continue as the senior officer ot the company. 


Under his guidance the Virginia Dare Extract 
Company has operated at a profit and paid a dividend every 
year of its operation. In addition to his business, Dr. Smith 
is active in many civic and trade organizations. 

Lloyd E. Smith joined the company in 1924. For many 
years he has been Vice President and Treasurer, and has 
directed production and purchasing, and has headed the 
Export Division. 

Both Mr. Dessender and Mr. Heritage, the new Vice 
Presidents, have been active in sales of the company since 
its inception. Mr. Dessender is Manager of the Virginia 
Dare Philadelphia Office and two of his sons are associated 
with Mr. Heritage, formerly Secretary, has been 
Southeastern Divisional Sales Manager from his headquar- 
ters in Miami. 

Henry A. Kellerhals, new Secretary, and previously As- 
sistant Vice President, has been with the company for twenty 
five years, starting as office boy on his sixteenth birthday. 
He continues as Manager of the Beverage Division. 

Fred A. Abrahamsen, Assistant Treasurer, and formerly 
Assistant Secretary, came to the company in 1933 from the 
National City Bank. 


DIAMOND IS FRANKLIN VP 


Harry Diamond is now Vice President in Charge of Sales 


him. 


for the Franklin Products Corporation, Chicago. 
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BARCLAY GETS ADVERTISING POST 


Reginald Barclay is the new Advertising and Sales Man- 
ager of the Auburn Dairy Products Company, Auburn, 
Washington. He was formally sales supervisor with Albert- 


son Food Centers in Boise, Idaho. 


FIFTY YEARS FOR JOHN W. LADD 
John W. Ladd, President of the Cherry-Burrell Corpora- 


tion, recently marked his fiftieth year of continuous service 
to the dairy industry. Numerous gifts and testimonials 
were showered upon Mr. Ladd, who was the first Vice Presi- 
dent and General Sales Manager when the Cherry-Burrell 
Corporation was organized. 

Mr. Ladd has been active in many trade and Government 
activities. He was a founder of the Michigan Allied Dairy 
Association, and is a past President of the Dairy Industries 
Supply Association. During World War II, he served as a 
member of the Dairy Industry Advisory Committee to the 
War Production Board. 

Mr. Ladd is credited with having introduced the Visco- 
lizer, the Cherry-Burrell version of the homogenizer. Under 
his guidance, the Vogt Instant Freezer was perfected and 
introduced to the ice cream industry. Many other innova- 
tions have been traced to Mr. Ladd’s leadership. 


DIVERSEY PROMOTES CONRAD 


H. B. Conrad, formerly assistant to the manager of The 
Diversey Corporation’s Southwestern Division in Kansas 
City, has been promoted to manager, it has been announced 
by W. E. Noyes, Vice President in Charge of Sales. 

Mr. Conrad brings to his new assignment as manager of 
the Southwestern Division a broad background of sales with 
Diversey. He began in 1942 as a representative in the 
Farm Quality Control Department. His advancement was 
rapid from territory man to senior salesman to district man- 
ager in the Southern Division, the position he held a year 
ago when he became assistant to the manager of the South- 
western Division. 
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TWO BORDEN MEN RETIRE 


L. R. Sanders, production manager of the Hutchinson 
Ice Cream Division of The Borden Company and a veteran 
of thirty-nine years’ service with the organization, retired 
April 1. 

He was succeeded by William J. Malek, former pro- 
duction superintendent at the Cedar Rapids, Iowa plant. 

Ernest G. Waldee, who has been with the company since 
1940, has been appointed production superintendent at 
Cedar Rapids. 

Retirement of D. W. L. Polley as Secretary and Treas- 
urer of Borden’s Dairy and Ice Cream Company, Columbus, 
Ohio, has been announced by Norval D. Goss, President of 
the company and chairman of The Borden Company’s Mid- 
West District. 

Fred Preston succeeds Mr. Polley as Treasurer, and Charles 
L. Moone becomes Secretary. Mr. Preston joined Borden’s 
in 1929 as an accountant. He has been controller of the 
Mid-West District since 1948 and assistant treasurer of 
Borden’s Dairy and Ice Cream Company since 1946. Mr. 
Moone has been with Borden’s for 30 years and became 
assistant secretary of Borden’s Dairy and Ice Cream Com- 
pany in 1946. 


SUPPLEE-WILLS-JONES PROMOTES 
The Supplee-Wills-Jones Milk Company of Philadelphia, 


a division of National Dairy Products Corporation, an- 


SENSATIONAL NEW 
TROPICAL FRUIT FLAVOR ICE 
CREAM—LUSCIOUS BANANA PLUS 


COLORFUL GREEN PINEAPPLE 
Sales go up wherever CUBANANA is promoted. 
Write or wire for details. Be Safe - Order Now 


* tomorrow 


nounced recently the promotions of two executives to the 
post of Vice President, and the addition of three new mem- 
bers to the Board of Directors. 

Albert I. Supplee, General Manager of the company’s 
processing operations since 1946, has been named Vice 
President in Charge of Processing Operations. 

John K. Bainbridge, Jr., whe has served as General Sales 
Manager of the company since 1947, became Vice President 
in Charge of Sales. 

The three new directors to join the Board are: John R. 
Edwards, Assistant Vice President in Charge of Milk Sup- 
ply; Kenneth B. Fishpaw, Comptroller; and Wilbur E. 


Patterson, Secretary- Treasurer. 


MICHAEL CORTIZAS DIES 


Michael Cortizas, founder and partner of M. Cortizas & 
Company, Philadelphia, died recently. He had resided at 
1213 Drexel Avenue, Drexel Hill, Pennsylvania. Funeral 
services were held at Oliver Blair’s funeral home in Phila- 
delphia. 

Mr. Cortizas had been associated with the vanilla indus- 
try for twenty-five years. Art one time, he was President of 
the Vanilla Bean Association of America. He was also an 
associate member of the Flavoring Extract Manufacturers 
Association. 

Survivors are his widow, Mrs. Harriet Cortizas, and a 
daughter, Dolores. 


LIMPERT'S ‘ 


Special 


FOR JULY 
LEMON CUSTARD 
BLACK RASPBERRY 
ORANGE PINEAPPLE 


Colortul Streamers for 
Limpert's Monthly Specials 


BROTHERS, INC. VINELAND, N. J. 


NEW YORK SALES OFFICE, 33 WEST 


a 4 . = ce 


Quality Superb Fruits, Flavors. and Extracts for the Ice Cream Industry 
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GCOTCHER REPRESENTS MALT-A-PLENTY 
William E. Gotcher has been 


appointed repre- 
sentative of Malt-A-Plenty, Inc., 
Tulsa, Oklahoma. He will cover 
the states of Texas, Louisiana, 
New Mexico, Colorado and 
Kansas. His headquarters will 
be in Dallas, Texas. 

Mr. 
West 


the firm. 


southwestern 


Gotcher was formerly 


Coast representative for 
He is experienced in 


every phase of the Malt-A-Plenty 


from 


W. E. GOTCHER 


business, production to 


sales promotion. 

He is a veteran of three years’ service as a Captain of 
United States Army. 
charge of a material depot in Japan during the war. 


Coast Artillery in the He was in 


HILL, DI PALMA GET MANAGERIAL POSTS 


Two the Cardani Division of Abbotts 
Dairies, Inc., Long Island City, New York, have been an- 
nounced recently. 


promotions in 


Frank Hill, with Abbotts Dairies for the past twenty 
years, has been named sales manager of the division. 

Joe Di Palma, with the Cardani organization for many 
years, has been appointed advertising and merchandising 
manager. 

The A. Cardani concern was acquired by Abbotts in De- 
cember, 1949. A. Menafra, who had been president of the 
A. Cardani business at the time of the transaction, is direc- 
tor of sales, advertising and merchandising of the division. 


GORDON LAMONT HONORED BY DISA 


Tribute was bestowed upon Gordon Lamont by the Dairy 
Industries Supply Association at its 32nd annual dinner 
meeting, held in the Hotel Commodore, New York City, on 
March 24. 

The association awarded 
Mr. Lamont, retired Vice 
President and Director of 
Sales of the Nestle’s 
Chocolate Company, Inc., 
New York, a solid bronze 
plaque in appreciation of 
his long service and un- 
tiring efforts. 

Mr. 


Director of 


served as 
DISA for 
He also is 
President of the 
association and was chair- 


Lamont 


| GORDON LAMONT | 


fifteen vears. 
a past 


man of many important 

committees. 
The presentation was 
made by K. L. Wallace, President of DISA, to Sumner H. 
Bates of the Nestle’s Chocolate Company, Inc., who ac- 
cepted the plaque on behalf of Mr. Lamont, who, since 
his retirement on January 1, 1951, has been traveling with 
Mrs. Lamont on an extended pleasure trip through the 


South and Mexico. 
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HERMAN LAPAT DIES 


Herman Lapat, Middlewest representative of the John 
Mulholland Company, Philadelphia, died recently. He was 


widely known in the area he served. 


MORRIS SMITH IS DEAD 


Morris Smith, founder and President of Smith Bros. Ice 
Cream, New York City, died April 19 at the age of 62. 
Funeral services were held in the Riverside Memorial Chapel, 
New York. 


Mr. Smith, born in Russia, came to America in 1905. He 
founded the firm which bears his name in 1915, and was 
largely responsible for its development to its present status as 
one of the largest independent producers of ‘ce cream in the 
New York metropolitan area. 


Survivors are his widow, Celia L. Smith; his son, Lester, 
who is Vice President of the firm; another son, Harvey; a 
daughter, Mrs. Rosalind Friedman; three sisters, Mrs. Minnie 
Gold, Mrs. Fanny Liebowitz, and Mrs. Lillian Borgenicht; 
and four grandchildren. 


JORDAN JOINS RICHARDS FIRM 


The merging of the 
agency interests of 
Wayne D. Jordan 
with the Fletcher D. 
Richards, Inc. adver- 
tising agency, with of- 
fices in New York, 
Chicago, San 
cisco, and Los Angeles, 
was announced recently 
hy Fletcher Richards, 
President. 

Mr. Jordan resigned 
as President of Glenn, 
Jordan, Stoetzel, Inc., 
Chicago agency, to 
join the Richards or- 
ganization. His back- 
ground includes twelve years in the agency business, with 
an interlude of eleven years with the Liquid Carbonic 
Corporation, resigning as Vice President of that company 
two years ago to return to the agency business. 


Fran- 


W. D. JORDAN 


Mr. Jordan is also retained as constultant to the Dairy 
Industry Essentiality Committee, and developed that in- 
dustry’s formal presentation to the government Defense 
Administration agencies. 


During World War II, he headed Liquid’s War Prod- 
ucts Division, was Chairman of its Post-War Research and 
Planning Committee, served on the dairy industries priorities 
committee, and as a member of the Refrigeration and Air 
Conditioning Advisory Committee of the War Production 
Board. 


He is the author of many articles on merchandising and 
sales training, and is a nationally known speaker on those 
subjects. 
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XPERTS on many of the supplies used in the flavor- 

ing industry are on the list of speakers for the 42nd 
annual convention of the Flavoring Extract Manufacturers’ 
Association of the United States. The association will meet 
from May 20 to 23 at the Hotel Statler, New York City. 

Reporting on essential oils will be Hans P. Wesemann, 
Fritzsche Brothers, Inc., representing the Essential Oils Asso- 
ciation. Ray C. Schlotterer of the Vanilla Bean Association 
will discuss current developments in that commodity. Samuel 
A. Krasney, alcohol specialist for the Journal of Commerce, 
will outline defense and taxation phases of alcohol. Kent 
S. Upham, Owens-Illinois Glass Company, will discuss glass 
container availability. 

The grocery industry will be represented by Paul Wiilis 
of the Grocery Manufacturers Association. Also, speakers 
are expected to bring up-to-date news on new flavoring de- 
velopments and the requirements of the drug industry. 

A golf tournament, night-club dinner party and banquet 
are being arranged by a committee headed by John H. 
Beach of Southold, New York. Assisting him are Louis 
J. Woolf, H. Kohnstamm & Company; Robert Krone, 
Fritzsche Brohers, Inc. and W. F. Fischer, Mangus, Mabee 
& Reynard, Inc. 

The golf tournament will be held May 21 at the Bal- 
tusrol Country Club, Springfield, New Jersey. Fred J. 
Lueder is chairman of the golf committee. 

Opening feature of the four-day gathering will be a cock- 
tail party Sunday afternoon, May 20, at the Statler. The 
banquet will be at the same hotel, May 22. 


ADSA To Meet In Knoxville 


The forty-sixth annual meeting of the American Dairy 
Science Association will be held June 6 to 8 at the Uni- 
versity of Tennessee, Knoxville, Tennessee. 
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Flavor broup To Hear 
Experts (in Supplies 


On the afternoon of June 6, the Manufacturing Section 
has scheduled a symposium on milk fat. The symposium 
will be composed of four invitational papers. 

Another highlight of the program will be the June 8 
session at which time another symposium on the subject, 
“Training of Students at the College Level for the Dairy 
Industry” is scheduled. Dr. P. H. Tracy of the University 
of Illinois will discuss the subject from the university view- 
point. He will be followed by Dr. B. W. Fairbanks, Execu- 
tive Director of the American Dry Milk Institute, who will 
treat the subject from the industry viewpoint. These two 
papers will be followed by general discussion of the subject 
with Dr. O. F. Garrett, Research Director of M & R Die- 


tetics, Columbus, Ohio, leading the discussion. 


NAMA To Stress Efficiency 


In anticipation of shortages of manpower, materials and 
supplies, coupled with rising costs of doing business, the 
program for the National Automatic Merchandising Asso- 
ciation’s sixth annual convention, to be held this year in 
Cleveland from November 12 to 15, will be geared to the 
needs of operators and will place less emphasis on selling 
and more on business efficiency. This decision was made 
at a meeting of the 1951 convention and exhibit executive 
committee held in Chicago on April 11, and presided over 
by Thomas B. Hungerford, National Venders, Inc., Sc. 
Louis, convention chairman. 

Operator members present at the session asked for shorter 
speeches and more time for round table discussions. They 
also stressed the need for down-to-earth presentations of 
accounting procedures and cost study interpretations. 

A further point discussed by the convention committee 
was that since most operators merchandise more than one 
product, there should be more general sessions on the 
program. 
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RECENT CONVENTION of the North 
Carolina Dairy Products Association at- 
tracted more than 400 persons. Pictured 
there by Floyd Russell were (left to right): 


ist ROW: Mrs. George Armstrong, Bill 
Chapin, Vanilla Labs; Paul Landreth. 
Southern Dairies, Winston-Salem, N. C..; 
W. C. “Jack Sewell, Sewell Dairy Sales, 
Richmond, Va., Mrs. Paul Landreth, and 
George Armstrong, Mathieson Chemicals, 
Baltimore. Joe Andrews, Schaefer, Inc.. 
Minneapolis, Mrs. Andrews, Bob Bryant, 
Wyandotte Chemicals, Mrs. Claude L. 
Turner, Martinsville Creamery Co., Mar- 
tinsville, Va. J. F. ‘Red’ Neely, Secretary- 
Treasurer, J. L. Bogle, President and Art 
Shepard, Vice President, 195! Officers, 
Tar Heel Supplymen's Association. 


2nd ROW: Mrs. George Coble, George 
Coble, Coble Dairy Products, Lexington, 
N. C., Lex L. Ray, N. C. Dairy Foundation, 
Raleigh, and Mrs. Lex Ray. Vernon No- 
vens, Foremost Dairies, Charlotte, Jack 
Hartman, Joe Lowe Corp., N. Y., and 
Paul Reinhold, Foremost Dairies, Jackson- 
ville, Fla. Sally Mahoney, S. H. Mahoney 
Ext. Co., Chicago, O. O. Allsbrook, White 


Milk & Ice Cream Co., Wilmington; Rob- 
ert H. North, Int. Assn. of I. C. Mfrs., 
and E. L. White, White Milk & |. E. Co.., 
Wilmington. 


3rd ROW: A. D. Browning, Jr., Henderson- 
ville, N. C., Lex Ray, N. C. Dairy Founda- 
tion, Jim D. Kilgore, Pine State Cry Co., 
Raleigh, Dr. W. L. Clevenger, N. C. State 
College, Raleigh, J. W. Harrelson, N. C. 
State College, Raleigh, and Mrs. Lex Ray. 
Floyd Becherer, Hank Tull, Paul M. Bates, 
and Frank C. Wilkerson, Jr., Liquid Car- 
bonic Co., Atlanta. Howard B. Grant at 
the speakers’ rostrum. 


4th ROW: L. W. Barber, Maryland Baking 
Co., Baltimore, Floyd A. Russell, Russell 
Corp., Charlotte, N. C., and Tom C. Reed, 
Southern Dairies, Greensboro, N. C. Tom 
Hackney, Jr.. Hackney Bros. Body Co.. 
Wilson, N. C.; R. C. Hartley, Pet Dairy 
Products Co., Charlotte, and E. D. Mit- 
chell, Jr. Biltmore Dairy Farms, Asheville. 
R. D. Davenport, Long Meadow Farms, 
Durham, N. C., V. J. Aasbaugh, Durham, 
N. C., and W. M. Reed, Skyline Dairy, 
Asheville, N. C. Bill Chapin, Vanilla Labo- 
ratories, Mrs. George Armstrong, Mathie- 


son Chemicals, and John Burn, Carolina 


Dairy, Shelby. 


Sth ROW: C. B. Martin, Retiring Pres., 
N. C. Dairy Products Assn. E. D. Mitchell, 
Biltmore Dairy Farms, Asheville, N. C. J. 
Lloyd Langdon, Exec. V.P.. N. C. Dairy 
Prod. Assn. O. E. Anderson, Executive- 
Secretary, Ohio Dairy Products Assn., Col- 
umbus, Ohio. C. W. Roberts, Meadow 
Dairy, Leaksville, N. C. Dr. W. M. Rob- 
erts, Head of Dairy Mfg. Dept., N. C. 
State College, Dr. Fred G. Warren, Dairy 
Mfg. Dept., N. C. State College. Mr. & 
Mrs. R. G. (Slim) Barnes, Coastal Dairy 
Products, Wilson, N. C. 


bth ROW: Therese Polic, Illinois Baking 
Corp, Charlotte, Bruce Wingate, Southern 
Dairies, Charlotte, and Seymour Graham, 
Illinois Baking Corp., Chicago. Tom Hack- 
ney, Jr., Mrs. J. L. Langdon, J. L. Langdbn, 
Mrs. Jack Sullivan, and Jack Sullivan, Ex- 
Cell-O Corp., Asheville. Walter Comfort, 
High Point, and Mrs. Comfort. Harvey 
Barnes and Donald Paul, Maola Milk & 
1. C. Co., New Bera, N. C. Foy Towe. 
Winston-Salem and Mrs. C. R. Allison of 
Biltmore Dairy Farms. 





Minnesota Institute Planned 


committee on arrangements. 


Problems of butter and ice cream manufacture will be dis- 


September 19-21 have been picked as dates for the fourth 
annual Dairy Products Institute on the St. Paul campus of 
the University of Minnesota, it was announced recently by 
J. O. Christianson, director of agricultural short courses. 

The three-day program will include both lectures and 
demonstrations by leading authorities in all fields of dairy 
manufacturing, according to W. B. Combs, professor of 
dairy products at the University, who is chairman of the 
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cussed Wednesday, September 19, and those of dry and 
concentrated milk, market milk and cheese will be taken 
up the following day. A fieldmen’s conference will be the 
feature of the program the last day of the Institute. 

A banquet will be held for those attending the Institute, 
as well as alunmi of the University of Minnesota’s dairy 
division on September 20. The annual Minnesota Milk 
Sanitarians’ Association banquet will be held September 21. 
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ASHE Conclave Set For Hetroit EQR RETAIL DELIVERY 


The thirtieth Spring meeting of the American Society 
of Refrigerating Engineers will be held in Detroit from @f lee Cream, Butter, Cheese, Frozen Foods 
May 27 through May 30. Headquarters for the meeting 
will be the Hotel Statler where the nation’s leading refrigera- 
tion engineers will convene to learn the latest in refrigeration 
techniques and the situation regarding shortages of critical “ 
materials necessary in the manufacture of refrigeration is 
equipment. Technical sessions and specialized conferences sd 
will start Monday morning, May 27th; meetings of various 
ASRE committees will begin on Sunday, the preceding day. Pr 

In addition to speakers presenting technical papers at the a 
meeting, George Romney, Vice President of Nash-Kelvinator va = 
Corporation, will address the Welcome Luncheon on Mon- 


day noon, and George F. Taubeneck, editor of Air Condi- 


tioning & Refrigeration News, will speak, following the ; 
Tuesday mornng technical session, on the critical shortage i 
of materials and the effect on the refrigeration industry. a 


Leon Beuhler, Jr. of the Creamery Package Manufactur- oe 
ing Company, is chairman of the Program Committee. Other = ic iy C ~ é A M 
arrangements for the meeting are in the hands of the ASRE 7 
Detroit Section under the direction of chairman Edward = CON TAINER 
Kellie, President of Aminco Refrigeration Products Com- : 
pany. 
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The Town Ice Cream Container makes door-to-door delivery of ice 
cream practical and efficient. With only five to seven pounds of Dry 
ice, it keeps ice cream hord-frozen over a ten-hour period. Tested 


oedine Heads Michigan Boosters and approved by leading dairies. Cork insulated. Metal exterior and 


interior. Forty-quart capacity. Write for specifications. 
A summer outing has been scheduled for Traverse City, 


Michigan, by the Michigan Dairy Boosters, according to TOWN EQUIPMENT COMPANY 


Worth Weed, Director of Publicity for the organization. 1325 North Capitol + Indianapolis, Indiana 
The outing will be held from June 27 to 29, and is expected 


to attract many members and wives of the Michigan Allied 


Dairy Association as well as the Dairy Boosters. 
— 7 ; L. K. Sedine of the Cherry-Burrell Corporation was elected 


President of the Booster organization at the February 13 
meeting. New Vice President is H. E. Anderson of Bowey’s, 
Inc. L. W. Carpenter of the Dixie Cup Company is Trea- 
surer. Named to the Board of Directors were Howard 
Black, Howard Black Cherry Company; Harold Coburn, 
Wilson & Company; R. E. Conley, Thatcher Glass Manu- 
facturing Company; E. J. Gruber, C. F. Burger Creamery; 
C. V. Hodskin, Kendall Mills; John Lewis, R. A. Johnston 
Company; and Harold Priest, Nash-Kelvinator Corporation. 


No Outing For New Englanders 


The Board of Directors of the New England Association 
of Ice Cream Manufacturers has voted to cancel the associ- 
ation’s Spring Outing, according to word received from 
Secretary Malcolm D. MacLoed. He said that the outing, 
customarily an annual affair, was called off because of in- 
sufficient interest on the part of members. A 1952 outing 
is a possibility, he noted. 





KEY DISPLAY piece for the 195! June Dairy Month campaign 
will be this six-color, 19 x 25 in. poster emphasizing the essen- 
tiality of dairy foods in the defense mobilization program. Sup- 
plies . this poster are being distributed by the National Dairy 
Council. 





Ice Cream Fievtp, May 1951 














LOS ANGELES Society of Yellow Dogs honored Howard B. Grant 
on March 29. Above is pictured part of the audience of 400 
persons. At right, Nelson Crowe, West Coast publisher, talks 
things over with Mr. Grant. 





400 Attend Yellow Dog Stag 


The Los Angeles (California) Society of Yellow Dogs 
hald its annual stag March 29 at the Breakfast Club of 
Los Angeles. The affair attracted close to 400 ice cream 
manufacturers and supplymen. A fine dinner was followed 
by a floor show which topped off an evening of informal 
conviviality. 

Chief Cur is James Bahan of Royal Farms Dairy, South- 
gate, California. Vice Chief Cur is Larrs Ort, Manager of 
the Southern California branch of the Cherry-Burrell Corpo- 
ration. Perennial Secretary is Gus Rothe, Assistant Manager 
of the California Dairy Industry Advisory Board. 

The next event to be sponsored by the Yellow Dogs is 
the dinner dance scheduled for June 16 at the Delmar Beach 
Club at Santa Monica. Chairman of the dance, James 
Ward of Lucerne Milk Company, expects 250 couples at 
this affair. 

Howard B. Grant, Publisher of Ice Cream Fietp, was 
honored and introduced as a guest of the Los Angeles 
society at the March meeting. He recently was made a 
member at the Oregon Evergreen Kennel of the Yellow 
Dogs on the occasion of his visit to the industry along 
the west coast. 


Ohio Boosters Elect Wettling 


G. R. Wettling, American Seal-Kap Corporation, was 
elected President of the Ohio Dairy Boosters Association 
during the group’s recent annual meeting. New Vice Presi- 
dent is A. E. Meister of the Creamery Package Manufac- 
turing Company. John A. Reedy, Bessire & Company, is 
Secretary- Treasurer 

The Board of includes Stanley A. Bernard, 
Smith-Lee Company; Robert L. Close, Kalva Corporation; 
Harold C. Novak, Hillson Nut Company; J. O. Penny, 
Lamb Glass Company; Herman R. Riedel, Solar-Sturges Di- 
vision; and John E. Swain, Owens-Illinois Glass Company. 


Directors 
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Nebraska Conference Held 


Nebraska University’s Department of Dairy Husbandry 
sponsored its annual Dairy Industry Conference at the Lin- 
coln campus from March 6 to 9. Speakers during the ice 
cream phase of the program included Dr. C. D. Dahle, 
Technical Editor of Ice Cream Fierp; Professor W. H. 
Martin, Kansas State College; Professor E. W. Bird, Iowa 
State College; Samuel Alfend, United States Food and 
Drug Administration; C. F. Weinreich, Cherry-Burrell 
Corporation and Professor L. K. Crowe of Nebraska Univ. 


Philadelphia Mixers To Frolic 


The Philadelphia Dairy Mixers have announced that their 
annual Spring outing will be held at the Aronimink Golf 
Club, Newton Square, Pennsylvania, on May 25. 

Vincent C. Crowley, of Crowley’s Milk Company, Allen- 
town, is chairman of the entertainment committee. He 
promises an interesting day of golf, soft ball, etc., including 
a show after dinner. 


hansans Hear New [Developments 


A Dairy Industry Conference was held at the Manhattan 
campus of Kansas State College on February 27 and 28. 
Many papers covering new developments in various fields were 
presented. A “Dagwood Supper” was a highlight of the 


meeting. 
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Quality Chekd Holds Forum 


More than sixty sales managers of Quality Chekd Dairy 
Products Association member-companies from twenty-four 
states participated in the association’s first national sales 
forum on Apul 9 and 10 at Chicago’s Hotel Knickerbocker. 

An entirely new feature of the Quality Chekd program, 
the meeting was conducted as a forum or discussion group. 
Every manager presented major sales problems in a three- 
minute talk. An impartial committee then chose the most 
important problems for discussion during the remainder of 
the two-day meeting. 


Penn State Lists Se Courses 


Dairy short courses have been scheduled by the Pennsyl- 
vania State College’s School of Agriculture for the early 
months of 1952. A course in testing milk, cream, and 
dairy products will be given from January 7 to 12. An 
ice cream course for plant men will be given from January 
14 to 26. A course in market milk and milk supervision 
will be given from January 28 to February 9. In addition, 
an ice cream course for dairy equipment and supply men 
will be given from December 10 to 15, 1951. 


Texas Course Set For November 


The third annual Dairy Manufacturers Short Course will 
be held at the Department of Dairy Manufacturers, Texas 
Technological College, Lubbock, Texas from November 14 
to 16. 

The short course will include lectures and demonstrations 
on cheese, cottage cheese, milk, butter and ice cream. Quali- 
fied speakers on all phases of the industry will be on the 
program. 

Further information is available from J. J. Willingham, 
Dairy Manufacturers Department, Texas Technological Col- 
lege, Lubbock, Texas. 


Heginners Course Planned 


A short course for beginners in the production techniques 
of ice cream will be sponsored from December 3 to 14 by the 
Dairy Manufacturing Department of the University of Con- 
necticut, Storrs. Professor E. O. Anderson has announced 
that enrollment is limited to twelve persons and that appli- 
cations should be addressed to him. 


Indiana Group Picks French Lick 


The 1952 convention of the Indiana Dairy Products Asso- 
ciation will be held at French Lick, Indiana from January 
14 to 16. This marks the first time since 1947 that the 
association has chosen a site other than Indianapolis for 
its convention. 
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Wisconsin Confah Held 


The 1951 Dairy Manufacturers Conference at the Uni- 
versity of Wisconsin was held on March 28 and 29. This 
year the group met in Babcock Hall, the New Dairy 
Industry Building. The morning programs were general 
sessions with topics of interest to all phases of the dairy 
industry. 

A banquet for those attending the conference was held 
cn Wednesday evening, March 28. This was sponsored by 
the Dairy Science Club. Additional information is available 
from Dr. H. C. Jackson, Department of Dairy Industry, 
University of Wisconsin, Madison 6, Wisconsin. 


NC Plans Syracuse Meeting 


The 1952 annual Meeting-Winter Conference of the Na- 
tional Dairy Council will be held January 28 to 30, at 
Syracuse, New York, according to an announcement by © 
Milton Hult. A well-rounded program for producers, proces- 
sors, and all other segments of the dairy industry is planned. 

Co-Chairman in charge of planning the program will be © 
Mr. Hult and R. L. Hicks, President, Board of Directors, © 
Dairy Council of Syracuse. The Syracuse unit will be host to 7 
the meeting. 





Flavor! 


: 


FLAVOR PURITY QUALITY 


All these are yours when you use Beck Vanillas in 
your ice cream 





Several territories are available 
to salesmen, jobbers or brokers 











Write us and get acquainted 
with BECK’S good Vanillas 


BECK Vanilla Predaale C. 


EAST ST. LOUIS * ILLINOIS 
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bs ‘ West Virginians To Convene 


= The West Virginia Dairy Products Association will hold 


Clinton Corn Syrup Solids its 1951 convention at the Hotel Greenbrier, White Sulphur 


Springs, West Virginia, from August 5 to 7. The an- 


. . nouncement was made by S. J. Weese, Secretary. 
Make Finer Quality Ice Cream 
A © 17th Utah Course Held 


LINTON Corn Syrup Solids (Dried ras 
@ Corn Syrup) will not depress the roe , | 
freezing point of ice cream mixes as e The seventeenth annual Utah State dairy manufacturing 

: short course was held March 5 to 9 at the Utah State Agri- 
cultural College, Logan, Utah. Many prominent dairy in- 
dustry figures appeared as guest speakers during the meetings. 


much as other sugars. Corn syrup solids 
also control crystallization and retard 
growth of all types of sugar crystals— 
provide a high viscosity characteristic for 5 ; gi : 
improved body. For ice cream with vel- +2 °t] Attend Louisiana Contah 
vet-smooth appearance and extra rich- 3 


ness use Clinton Corn Syrup Solids. , 929 
oni A record attendance of 237 persons registered for the 


annual convention of the Louisiana Dairy Products Asso- 
ciatin, held from January 21 to 23 at the Hotel Jung, New 
Orleans, Louisiana. 

Lewis Torrance, Borden Company, Baton Rouge, was 
elected President. Charles T. Govan, Cloverland National 
Dairy Products, New Orleans, was named Vice President. 
George H. Kinmon, Foremost Dairies, Shreveport, was elected 
Secretary-Treasurer. George F. White, Homer, is Executive 


CLINTON FOODS ING. 


CLENTON, LOWA 
ICE CREAM MERCHANDISERS USE 


Ur. Arbuckle On “Texture” \ob-e.’ AND GET | 


Dr. W. S. Arbuckle of the University of Maryland was 
the guest speaker at the April 11 meeting of the Dairy 
Technology Society of Maryland and the Discrict of Co- 
lumbia. The meeting was held in Baltimore’s Hotel Park 
Plaza. Dr. Arbuckle’s topic was “The Effect of Various 
Manufacturing Methods Upon The Texture of Ice Cream.” 





Approximately 100 members and guests attended the 
March 14 dinner meeting of the Maryland-D. C. Dairy 
Technology Society, held in the Hotel Continental, Wash- 
ington, D. C. Recent dairy products research programs were 
discussed by members of the Bureau of Dairy Industry Re- 
search Laboratory. Then Dr. C. C. Flora, Virginia Poly- 
technic Institute, discussed “The Effect of Antibiotics on 
Milk and Dairy Products.” Cash awards were presented to *Bob-ette Syrup and Crushed Fruit 
University of Maryland students Jack Conrad, Harold neatgge Agen ly Ri Dining —s apapaaa 


Other Pat. and Trademark Reg Pend 
Smith, and Richard Bassett for their work in dairy technology. 


FOR PROFITABLE PROMOTION 
write today for the Bob-ette profit Story 


Massachusetts Course Completed Product of United Sound & Signal Co., Inc., Columbia, Pa. 


A two week short course in ice cream making was com- i "PENNCO IS 
pleted February 2 at the University of Massachusetts, Am- PENN ? ale SERVICE" 
herst. Most of the program was supervised by Drs. D. J. 


Hankinson and D. H. Nelson. Abbotts Bidg., Philadelphia 7, Pa. 
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BORDEN PROFITS INCREASED 


Dollar sales, volume of goods sold and profits of the 
Borden Company in the first quarter are ahead of those in 
the same period in 1950, Theodore G. Montague, President, 
told the annual meeting of stockholders on April 18. He 
pointed out, however, that impending corporate tax increases 
will probably affect the 1951 profit picture. 

Because of the stable nature of Borden’s business, Mr. 
Montague said he was looking forward to the balance of 1951 
with confidence. During the year, the company will make 
substantial capital expenditures. Large replacements of trucks 
and equipment are needed, he said, but depreciation accruals 
will not be enough to meet these requirements in face of rising 
costs. He said the company has applied for a certificate of 
necessity to build a new resorcin plant at Tacoma, Wash. 
Borden’s uses resorcin in the manufacture of industrial ad- 
hesives. 


Elected to the Board of Directors were: Harold W. Com- 
fort, Charles A. Eckburg, L. Manuel Hendler, Robcliff V. 
Jones, Charles F. Kieser, Lester Le Feber, Madison H. Lewis, 
Theodore G. Montague, Marcus M. Munsill, Thomas I. 
Parkinson, Henning W. Prentis, Jr., Beverley R. Robinson, 
and Harry A. Ross. 


PINSK! BROTHERS, LAVENDER APPOINTED 


The Sweden Freezer Manufacturing Company has an- 
nounced the appointment of Pinski Brothers, Inc. as the 
authorized sales outlet for Sweden Freezers in Great Falls, 
Montana. 

The Pinski Brothers are celebrating their 30th year in 
serving the plumbing, heating and refrigeration needs of 
Great Falls. A tangible landmark of their progress and long 
years of service to the community is their brand new head- 
quarters building, featuring a full 5000 square feet of 
spacious showrooms for demonstration and display. 

The appointment of Lavender’s Refrigeration as Sweden’s 
authorized seller in the central Washington area, with head- 
quarters in Wenatchee, was also announced. 

Founded in Wenatchee in 1940 by John Lavender, as a 
commercial refrigeration concern, the firm has steadily ex- 
panded its facilities under his guidance. 


MARCH ICE CREAM PRODUCTION UP 


Total United States ice cream production in March was 
estimated by the Bureau of Agricultural Economics at 
41,590,000 gallons—8 per cent more than in March last 
year but 1 per cent less than the 5-year, 1945-49, average 
for the month. On a daily average basis, production ad- 
vanced 18 per cent from February to March, compared with 
a 6 per cent gain in 1950 and an average rise of 19 per cent 
between these months in 1945-49. 


Production of sherbet in the United States during March, 
estimated at 1,290,000 gallons, was up 39 per cent from 
March 1950 output but was down 34 per cent from the 


average production for the month in the 5-year period, 
1945.49, 
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ACME SUMMER CAMPAIGN BEGINS 
Acme Dairy Products Company, Massillon, Ohio, has 


launched its summer promotion with a novel radio campaign 
to create store trafhe for Acme dealers and to push the half- 
gallon Fiesta ice cream package, as well as to introduce the 
firm’s complete line of dairy products to new customers. The 
program also ties in with Acme’s over-all plant modernization 
and expansion now in progress. 

Acme Dairy is sponsoring a five-minute daily contest pro- 
gram, “Mercury Magic” on WHBC, Canton, through 
Decker Advertising Agency, of Canton. The idea of the 
program is to predict the daily temperature reading at 8:00 
a.m., one week in advance. The program is broadcast at 
8:50 a.m. Contestants must get their entry blanks from 
Acme Dairy dealers each week, though no purchase is re- 
quired. Daily prizes for the nearest correct temperature pre- 
diction include Acme milk, buttermilk, cottage cheese, whip- 
ping cream and ice cream. This prize package introduces 
winners to the complete Acme line, even though they are 
already Acme customers. 

Commercials will stress the half-gallon ice cream package. 
Acme Dairy has used radio occasionally in the past, through 
spot announcements, but this is the firm’s first all-out radio 
campaign with a specially created program. “Mercury Magic” 
is a copyrighted Decker Production. 





THIS LITTLE girl would just love to taste that hat. The mouth- 
watering creation, designed by Emme, was shown at a recent Na- 
tional Paper Trade Association luncheon. The hat was fashioned 
almost entirely out of Lily-Tulip paper cups. 
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LA CROSSE FIRM EXPANDS AGAIN 


Increased demand for its products has necessitated addi- 
tional manufacturing space for the La Crosse Cooler Com- 
pany, La Crosse, Wisconsin, and has resulted in the recent 
completion of a new 50,000 square feet addition to production 
area. The La Crosse Cooler Company began operations in 
1933 and at that time operated as the La Crosse Novelty 
Box Company. Its primary products were beer drawing and 
cooling equipment which have been supplemented periodically 
by other lines of hotel, restaurant, and institution refrigera- 
tion products. 

Sales of products are channeled through a nation-wide 
network of dealers on a plan similar to marketing methods 
of other large refrigerator manufacturers. Domestic and ex- 
port sales are supplemented by a national advertising program 
in selected periodicals. Export offices are maintained in New 
York City and Miami. 

Product quality has always been stressed at La Crosse and 
in connection with the expansion program, equipment to 
facilitate even finer quality has been installed. Additional 
metal preparation and cleaning equipment has been installed 
as has been a new paint spray department. There are new 
conveyor methods of production and assembly, and latest 
inspection equipment and methods are employed. 

An enlarged department for research and product develop- 
ment has been instituted to effect creation of new products 
and improvement of products currently manufactured. 

A show room has also been completed for display of La 
Crosse products. Dealers who call at the factory will be able 
to imspect equipment in which they are interested. 

A complete line of commercial refrigeration equipment is 
now manufactured. Most prominent items are bottle coolers, 
ice cube makers, direct draw cabinets, mix coolers for frozen 


NESTLE’S - PETER’S - RUNKEL’S 


Chocolate 


COATINGS - LIQUORS - GRANULES - COCOAS 


-® 

WITH THAT FAMOUS NESTLEs 
: 

Nestlé’s salutes the Ice Cream : t 
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CHOCOLATE FLAVOR 


Industry on @ylictiiliel 


Nestle's Chocolate Company, Inc 





LA CROSSE COOLER Company has recently 
added 50,000 square feet to its production area 
to accommodate increased demand for the 
firm's products. A view of the enlarged plant 
is seen in the adjacent photograph. 





custard and ice cream mix, walk-in coolers, drainboard equip- 
ment and other similar types of refrigeration products. 


Mix coolers for storing frozen custard and ice cream mix 
have recently been added to the extensive line of refrigera- 
tion equipment manufactured at La Crosse. The Hi-Boy 
self-contained model, in baked white enamel, holds four 
10-gallon cans and also has a shelf for small container stor- 
age, and the Lo-Boy model is available in six and eight-can 
capacities. 


CONTRACT TO NASH-KELVINATOR 


Nash-Kelvinator Corporation announced last month that 
it has received a letter contract for the U. S. Air Force to 
build large quantities of Pratt & Whitney R-2800 “Double- 
Wasp” aircraft engines. Present security regulations prevent 
disclosure of the total amount of the contract. 

George W. Mason, President and Chairman, said the 
company’s ability to produce automobiles and home appliances 
will not be impaired by the new aircraft engine program. 
Car and appliance production will continue, with volume de- 
termined by Government restriction on critical materials. 


CREAMERIES OF AMERICA REPORTS 


Net sales for Creameries of America, Inc., Los Angeles, 
in 1950 amounted to $38,692,797, as contrasted to $38,984,- 
570 in 1949, according to the annual report issued recently. 
End-of-the-year improvements in sales and earnings, while 
not sufficient to offset earlier decreases, marked the re- 
versal of an unfavorable trend for the organization, accord- 
ing to G. Stanley McKenzie, President and General Man- 
ager. “We are moderately encouraged over the outlook for 


1951,” he added. 


SEATTLE FIRM REPRESENTS FUNSTEN 


Ariss, Watson and Gault, Inc., Seattle, Washington, has 
been appointed to represent the R. E. Funston Company as 


brokers in the Seattle area. The west coast firm will 
handle the complete Funsten line of bulk shelled pecans, 
vacuum packed pecans, and paper shell pecans. 


ADEQUATE MAPLE CROP FORECAST 


Production of maple sugar is currently running at eighty 
per cent of normal in both the United States and Canada, 
according to a report from E. R. Boylan, President of the 
Cary Maple Sugar Company, St. Johnsbury, Vermont. He 
added, however, that “we believe there is a definite possi- 
bility of sufficient additional production to bring the crop 
to a point nearly approaching normal and feel enough 
maple will be harvested overall to satisfy a normal demand.” 
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PRODUCTION COUNCIL CONVENES 


On April 9 and 10, the Production and Laboratory Coun- 
cil of the International Association of Ice Cream Manutac- 
turers met in the Drake Hotel, Chicago, to build the pro- 
gram for the Production Sections at the Detroit convention, 


scheduled for October 22 to 24. 


Those attending the Chicago meeting are pictured above. 
Seated from left to right are: Max Halberstadt, Golden 
Ice Cream Co., Chicago; William Middleton, Hydrox 
Corporation, Chicago; H. E. Strong, Midwest Dairy Prod- 
ucts Co.; Chicago; Robert C. Hibben, IAICM, Washington, 
D. C.; Harry Bitter, Wm. Neilson, Lted., Toronto, On- 
tario; Lyman Jordan, Southern Dairies, Inc.; Washington, 
D. C.; Dr. H. D. McAuliffe, Bowman Dairy Co., Norway, 
Michigan; and C. A. Day, Bennett Creamery Co., Ottawa, 
Kansas. 

Standing from left to right are: Charles F. Phelps, The 
Borden Co., Chicago; F. K. Merkley, Genesee Dairy Co., 
Flint, Michigan; John S. Conner, IAICM, Washington, 
D. C.; K. E. Wright, Elgin Milk Products Co., Chicago; 
Frank Grawin, Uecke Dairy Co., Eau Claire, Wisconsin; 
©. A. Traver, Borden’s, Columbus, Ohio; Clyde Minster, 
Greenbrier Dairy Products, Beckley, West Virginia; Dr. 
H. F. DePew, Luick Ice Cream Co., Milwaukee; B. A. 
Sides, Melvern Dairies, Inc., Washington, D. C.; and 
Frank G. Brunner, Columbus Ice & Ice Cream Co., Chicago. 


BORDEN REPORTS SAFETY RECORD 


For the second successive year, Borden Company drivers in 
the United States and Canada set a new safety mark, accord- 
ing to the company’s safety report for 1950. The company 
had approximately 10,000 vehicles which traveled nearly 


105,000,000 miles during the year. The frequency rate of . 


Borden vehicle accidents set an all-time low of 3.59 per 
100,000 miles traveled. The 1949 accident rate was 3.69. 
The frequency rate for employee injury accidents edged up 
to 16.60 lost time accidents per million man hours worked, 
from the 16.36 all-time low set in 1949. The company had 
more than 30,000 employees on its payroll during 1950. 


HOPE IN FRIGIDAIRE’S “COMEDY HOUR” 


Bob Hope headed a star-studded cast of entertainers, fea- 
turing Lilli Palmer and Rex Harrison and many other stage, 
screen and TV notables on Frigidaire’s “Comedy Hour” tele- 
vision show presented April 8 over the NBC-TV network. 
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MARATHON BUYS ST. REGIS FIRM 


A contract for the purchase by Marathon Corporation of 
New York of the Oswego, New York properties of St. Regis 
Paper Company has been announced by William L. Keady, 
President and General Manager of the former company, and 
Roy K. Ferguson, President and Chairman of St. Regis. 


The joint announcement states that the properties being 
acquired by Marathon consist of the kraft paper mill, the 
multiwall bag plant and the machine shop of the engineering 
and machine division of St. Regis. Not included in the sale 
is the equipment in the bag plant and in the machine shop. 


Under the terms of the agreement, St. Regis will continue 
to get a major part of the output of the kraft paper mill over 
the next several months. St. Regis expects a start in produc- 
tion around the first of next year by the new kraft paper 
facilities which it has presently under construction in Florida. 
During the period St. Regis plans to remove its bag manu- 
facturing operations from Oswego. 


Delivery of the machine shop building to Marathon, ac- 
cording to the announcement, will not take place until July 
1, 1953, and in the meantime St. Regis will cantinue its 
operations in that plant. 


Don C. Rawson will be the manager of the Oswego plant 
when Marathon takes over its operation. Mr. Rawson has 
been manager of Marathon’s plant at Menominee, Michigan, 
for the last four and one-half years. Previous to that he 
served in several supervisory positions in manufacturing. He 
has been with Marathon since 1933. 


Marathon now has plants in four Wisconsin cities, one in 
Michigan, one in the state of Washington and a large pulp 
mill in Canada, as well as substantial timber reserves in 


Canada and the United States. 


The Oswego properties, the announcement points out, will 
provide Marathon with an eastern production unit. Marathon 
plans to convert the former St. Regis mill to the manufacture 
of materials for the protective packaging of foods. Plans for 
conversion of present equipment and the installation of addi- 
tional converting equipment are underway, but because of 
current shortages of vital materials no date has been an- 
nounced for completion of the conversion program. When 
completed, the company expects to have about the same 


number of people as are currently employed at the Oswego 
Plant. 


WORKSMAN CYCLES 


The outstanding name in ice cream vending cycles 
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NATIONAL DAIRY ISSUES REPORTS 


National Dairy Products Corporation’s 1950 earnings were 
only slightly under those of the preceding year despite the 
sharp increase in Federal taxes, L. A. Van Bomel, President, 
told stockholders in the annual report distributed late in 
March. 

“Our company had another good year in 1950,” he stated. 
“Sales were up both in dollar volume and tonnage. Our 
earnings before taxes were higher. We increased our dividend 
to stockholders. We paid more money in wages and increased 
benefits to our workers.” 

Total sales rose to $906,641,000, the second highest level 
in the Company’s history, compared with $897,675,000 in 
1949. Earnings after taxes were $32,665,000, or $5.14 a share, 
compared with $33,259,000, or $5.26 a share, in the previous 
year. This represents a profit of 3.6 cents per dollar of sales, 
compared with 3.7 cents in 1949. Dividends were increased 
to $2.80 a share from $2.20 a share the year before. This 
is the highest cash dividend that the company has paid in 
22 years. 

National Dairy’s over-all cost of doing business increased 
in 1950 to $877,274,000 from $866,861,000 in 1949. Wages 
reached a record high of $161,601,000, up from $156,888,000 
in the preceding year. Direct taxes to Federal, State and 
municipal governments rose substantially to $40,924,000 from 
$32,110,000 the year before. 

Current assets at the end of 1950 were $171,939,000 and 
current liabilities $47,164,000 working capital increasinz 
$710,000, from $124,065,000 in 1949 to $124,775,000 in 
1950. Cash and government securities on hand totalled $38,- 


836,000, compared with $53,593,000. Inventories were up 
from $80,124,000 to $94,434,000. The company also has 
$30,600,000 set aside in U. S. Government securities to pay 
its estimated 1950 Federal income tax. Net worth on 
December 31, 1950 was $205,395,000, compared with $189,- 
608,000 the year before. 


During 1950 the company made capital expenditures of 
$32,000,000, bringing the total outlay for this purpose since 
1945 to $152,000,000. Among the new facilities completed or 
nearly completed in 1950 are new ice cream plants in Omaha 
and Milwaukee, a milk plant in Philadelphia, a cheese plant 
in Clayton, New York, a vegetable oil refinery in Chicago, 
and a sales branch at White Plains, New York. Under 
construction for lease are sales branches and warehouses in 
seventeen other cities. 


The first major addition to National Dairy’s list of oper- 
ating companies since the early 1930’s was made in 1950 with 
the acquisition of the Cloverland Dairy Products Company 
of New Orleans. This move will bring National Dairy’s 
Sealtest milk and ice cream into the New Orleans market 
for the first time. 

Four new products were either introduced or extended to 
national distribution during 1950, Mr. Van Bomel reported. 
Kraft’s Cheese in slices, introduced in 1949, was made avail- 
able nationally and is meeting with wide consumer acceptance, 
he stated. Another new product, Kraft salad oil, was intro- 
duced and will shortly be distributed throughout the country. 

Sealtest Concentrated Milk, a new development of the 
National Dairy Research Laboratories, was consumer tested 
in selected markets in 1950, and will become available in 


Murphy Bodies are a Standout... 
because they are Custom Built 


Murphy Bodies are especially designed and 


ae eT custom built to give you satisfaction. 
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That’s why they give standout per- 


formance. Murphy Bodies are styled 
to lend prestige to your business, 
engineered to last longer, and 
designed for maximum efh- 
ciency. Body weight has been 
greatly reduced without sacri- 
ficing strength and safety, thus 
keeping operating and mainte- 
nance cost at an absolute 
minimum, 
Body illustrated is all 
steel, 1600 gal. capac- 
ity. Refrigeration: am- 


monia with held-ever 
plates. 


Custom built in any size for any chassis 
Prompt service 
Write for details and prices 


MURPHY BODY WORKS, INC. 
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Herring Ave. 
Wilson, N. C. 





other markets this year. This product weighs only a third 
as much as regular milk and occupies only a third of the 
refrigerator space, bur retains all of the original nutritive 
value. It is whole fresh milk from which most of the water 
has been removed. When mixed with two parts of cold water 
in the home it becomes indistinguishable in tlavor and ap- 
pearance from regular milk. 

Total dollar sales and unit sales of National Dairy Prod- 
ucts Corporation for the first quarter of 1951 were ahead of 
last year. Profits before taxes are substantially up and, 
under the present law, profits after taxes are up from the 
first quarter of 1950, Mr. Van Bomel told stockholders at 
the annual meeting on April 19. 

“Because of present economic conditions and the uncer- 
tainty as to taxes, it is impossible to forecast with any pre- 
cision what the results will be for 1951,” Mr. Van Bomel 
said. 


DUNCAN HINES HAS N. Y. DEBUT 


Duncan Hines Ice Cream was initially introduced in New 
York State last month in Syracuse. 

To mark the occasion, the Queen Anne Ice Cream Com- 
pany of that city, franchised by Hines-Park Foods to make 
and distribute the new ice cream in a multi-county area of 
Upstate New York, held a luncheon in the Hotel Syracuse 
which was attended by leading area government officials, 
civic leaders and the dealers who will be handling the new 
ice cream line. 

The opening in the Syracuse area was accompanied by 
newspaper, radio and television promotion. This included 
radio spots, two-color newspaper ads, and television time. In 
addition, both Roy H. Park, President of Hines-Park Foods, 
and Peter K. Vlassis, President, Queen Anne Ice Cream 
Company, made radio and television appearances. 

Most notable phase of the promotion program was the 
window display equipment which Queen Anne provided 
selected dealers in its area. The display featured the ice 
cream package, highlighted by the slogan, “Duncan Hines 
Ice Cream, It’s New As Spring,” surrounded by spring 





IN CONJUNCTION with the introduction of Duncan Hines Ice 
Cream in Syracuse, the Queen Anne ice Cream Company dressed 
up the windows of its headquarters plant with tie-in displays of 
its Queen Anne and Duncan Hines Ice Cream lines. Looking 
over the windows are Peter K. Viassis (right), President of the 
company, and James McKeever, Duncan Hines sales manager. 





Ice CreaM Fieip, May 1951 


YOU'LL SLEEP BETTER TONIGHT -- 


if You Know That 
AVENEX Is Guarding 
Your ice Cream! 


It's a great comfort to 

know that *AVENEX, the 

well-known food antioxidant, 

is on the job, protecting your ice 

cream against oxidized and off-flavor worries. 


AVENEX protects the freshness in which you 
take so much pride . . . Vanilla is delicious . . . 
Strawberry and peach ice cream have the rich, 
true flavor of the original fruit. And that’s 


what brings your customers back for more. 


it's surprising — but AVENEX gives you 
all of this af no extra cost. Send for infor- 
mation AND FREE SAMPLE. 
CALL YOUR LOCAL OFFICE OF 
The Quaker Oals Ompany 
on waite TO AVENEX CORPORATION 
250 West 57th St., New York 19 


7) j 4) 4 2] r ‘ r’ 
(“GQomemneicaai “GOd Nalioaridcals 


“AVENEX 


THE PURE 


, 
74G¢0tG 


FOOD STABILIZER AND ANTIOXIDANT 


flowers, white picket fences and lattice work. 

L. V. Keefe, Sales Manager, Lily Tulip Cup Corporation, 
told the luncheon meeting that the Duncan Hines Ice Cream 
program, which he termed “one of the soundest and most 
carefully built merchandising programs,” will become “one 
of the greatest ideas in the second century of ice cream 
manufacturing.” 

Mr. Vlassis formed the Queen Anne Ice Cream Com- 
pany sixteen years ago in Syracuse and has now built it to 
the point where his distribution system includes more than 
400 outlets. 


CARNATION LEASES DALLAS BUILDING 


The Carnation Co., with main headquarters in Los 
Angeles, has leased a Dallas building now under construc- 
tion, to facilitate the wholesale distribution of Carnation 
ice cream. 

The structure, comprising 4,500 square feet was designed 
to comply with the specific needs of the ice cream firm. 
Ernest H. Gerdes will serve as manager of the new Carna- 
tion unit. 


ALPINE BUYS COLD MEDAL FIRM 


Hans Forster, President of Alpine Dairy Products, 
Seattle, Washington, has announced the acquisition of the 
Gold Medal Milk Company of the same city. Separate op- 


erations are planned for each unit. 
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BOOST YOUR 
ICE CREAM SCORE! 


This finer vegetable stabilizer 
can help you! 











FLAVOR Practically tasteless and used in 


smaller amounts, Krageleen will not mask the 
flavor of good ingredients. 


Seore: FS 
BODY, TEXTURE With Krageleen, stabi- 


lizing action is immediate, whipping is speeded, 
cooling can be quick. lee cream has smoother 
texture, better body. 


Score: 3O 
MELTING QUALITY lce cream made 


with Krageleen melts down smooth and creamy. 


Score: § 


IT’S A FACT! Sales jump when your ice- 
cream score improves. Try Krageleen, based on 
a pure vegetable gelose from carrageen, and 
quality-controlled by Kraft. Dependable. Eco- 
nomical. Write Phenix Pabst-ett Company, 
Dept. KR-11. 460 E. Illinois St.. Chicago 90, IIL. 


KRAGELEEN 


A finer vegetable stabilizer for ice cream 


Phenix Pabst-ett Company 


CORNELL HAS NEW BRINE TANK 


Cornell University, which maintains one of the most out- 
standing Dairy Instruction Departments in the country has 
recently installed a brine tank to manufacture frozen stick 
confections. The tank has a twelve-mold capacity and was 
manufactured by Reco Products Division of Refrigeration 
Engineering Corporation, Philadelphia. 

The tank, illustrated above, is equipped with a chill lane 
and is designed to produce approximately 14,000 pieces of 
stick confections per eight hours. Both single and twin 
pieces can be produced, and under optimum conditions the 
tank is capable of maintaining a freezing cycle of six to 
seven times per hour. 


GUNDLACH SPONSORS CHICAGO CLINIC 


A three-day management, marketing and production con- 
ference for milk plant, ice cream manufacturers and those 
in the dairy products field with operations in the mid-western 
area centering in Chicago was sponsored by G. P. Gund- 
lach & Company from April 24 to 26, at the Hotel Congress, 
Chicago. 

Owners and top management executives from Illinois, Wis- 
consin, Michigan, Indiana and Iowa participated in the three- 
day meeting. 

G. P. Gundlach President and C. W. Esmond, Vice Presi- 
dent of the Gundlach organization, assisted by C. E. Lawrence 
and Ross J. Winning, research and dairy plant management 
specialists from the Gundlach staff, directed the programs. 

Ice cream manufacturers had the afternoon of April 25 
and all day April 26 devoted to exchange of ideas for greater 
gallonage and better profits per gallon. Among the typical 
subjects discussed were labor costs control, “more-gallons-per- 
truck-milk” sales programs; “what-to-do” about low-fat 
frozen desserts and promotion of half-gallon unit sales. Pack- 
aging design, merchandising through food stores and increase 
profits in high butterfat products were also discussed. 


CONTAINER FIRM’S SALES INCREASE 


Sales for the first three months of 1951 for the Con- 
tainer Corporation of America amounted to $58,112,000 as 
contrasted to $31,944,000 for the corresponding period in 
1950, according to the recently-released quarterly report to 


stockholders. 
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JUDCE UPHOLDS IOWA LAW 


District Judge Shannon B. Charlton filed a decision in 
the office of Ira W. Blough, clerk of district court in Water- 
loo, Iowa, February 2, upholding the constitutionality of the 
Iowa law under which the Secretary of Agriculture had 
ordered the Dairy Queen Association of Iowa to label its 
products as imitation ice cream or quit business in the state. 

The case was tried in Black Hawk County district court 
May, 1950, before Judge Charlton, after Byron K. Linnen- 
kamp, Waterloo, state President of the stores, had brought 
the suit, individually and on behalf of all members of the 
Dairy Queen Association of Iowa, against Harry D. Linn, 
Secretary of Agriculture. 

At that time Horace Van Metre, and Robert Buckmaster, 
Waterloo, attorneys for the Dairy Queen stores, and Clarence 
Kading, Des Moines, assistant Iowa attorney general, argued 
the case before the Judge. 

The Waterloo attorneys had argued that the law was 
discriminatory, arbitrary, and unreasonable. Mr. Kading had 
argued that it was a reasonable, regulatory measure, practi- 
cable, and did not discriminate against any business. 


Judge Charlton’s decision against the association, and in | 


favor of the Secretary of Agriculture, ruled that the associ- 
ation’s petition should be dismissed at the plaintift’s cost, 
and held that the law was constitutional. 


Mr. Linnenkamp, in his original petition filed in July, 
1949, had contended the law was unconstitutional, on the 


g-ounds that it was discriminatory, arbitrary, and unreason- | 


able. It also alleged that the order to label the cones was 


impossible of compliance, and that if it were possible, it | 


would serve no useful purpose. 


Mr. Linnenkamp had testified that the product was la- 


beled when sold in pint and quart containers, but not when | 


sold in cake cups or cones, in which much of the Company’s 
milk cream product, resembling ice cream, is sold. 


Judge Charlton held in his decision that it had not been 
shown that complying with this statute would be “so onerous, 
complicated and expensive, as seriously to imperial the exis- 
tence” of the business. 


The decision also pointed out that the State Department 
of Agriculture had worked out paper rings that could be 
placed around the cake cups, setting forth the fact that the 
product did not have the butter fat content equal to ice 
cream. 


Roy Sours, Chief of the Agriculture Department’s Dairy | 


and Foods Division, had stated in June, 1949 that two 


courses of action could be followed by these distributors of | 
low-fat frozen desserts, such as sold by the Dairy Queen | 


Stores. They could either label their cones by paper, or by 
a contrasting color stamped in the cone. The label, he said, 
must list the ingredients in the product. 


Mr. Linnenkamp had brought the suit, in order to test 
the Iowa law defining ice cream. 


HUKILL REPRESENTS EMULSOL 


The Hukill Chemical Corporation, Cleveland, is now | 


representing the Emulsol Corporation, Chicago, in Central 
and southern Michigan areas and Ohio for technical service 


and sales of surface active specialties to the food, pharma- | 


ceutical, industrial, and agricultural industries. 
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For smoother, finer-textured 


ICE CREAM 


DRI-SWEET! | 


Make a trial batch with OK DRI-SWEET! It proves itself! 
Enhances flavor. Makes freezing easier. Preserves freezer 
freshness. Economical. 


OK REGULAR CORN SYRUP 
OK HIGH DEXTROSE CORN SYRUP 
OK HI-SWEET CORN SYRUP 


AT YOUR SERVICE! Consult Hubinger’s tech- 


nical laboratories for help with your ice cream production 
problems. No obligation, of course. 


THE HUBINGER COMPANY 
KEOKUK, IOWA - - EST. 1884 
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WHITE ORCANIZES EMERGENCY CORPS 


The White Motor Company has put its service and parts 
operations on a mobilized basis to keep White trucks and 
busses rolling during the national emergency. The forma- 
tion of an Emergency Service Corps was announced recently 
by J. N. Bauman, Vice-President of White, and the nation- 
wide truck and bus conservation and parts availability pro- 
gram has already been launched among the company’s more 
than 500 outlets. 


“With strict controls of critical materials and manpower 
shortages bound to develop,” Mr. Bauman says, “it is im- 
portant that we take this advance step in our service and 
parts divismns to assure efficient truck operation during the 
emergency for White owners.” 


The new ten-point E.S.C. program provides a systematic 
plan to keep available White parts on hand in localities 
where they actually are needed. The first phase calls for 
a registering of all White equipment in service throughout 
the United States. New Whites now being produced bear an 
E.S.C. “dogtag” listing serial and model numbers of chassis, 
engine, transmission, axles and other major parts and assem- 
blies. Tags are being assigned to all trucks and busses now 
in service through the registration plan now in progress 


through the White field organization. 


All this parts information plus other salient facts about 
the operation of each White now in service will be cataloged 
and an inventory control system established at the Cleveland 


House of Parliament in 1856, “Big Ben” has 


been telling the time for millions of Londoners. 
Because it has been “always correct’ for almost 
a century, “Big Ben" has become the most 


famous clock in the world. 


Because they, too, are “always correct", A.C. mineral 
salts have been standard with leading dairies for more 
than twenty years. The constant quality of A.C. means 
constant uniformity for your product. If you have used 
A.C., you know! If not, write us for full details. Also ask 
about our balanced stabilizers and emulsifiers. 


ACCEPT NO SUBSTITUTE 
Manufactured only by 


HORNER SALES CORPORATION 


7500 FELICIA WAY PITTSBURGH &, PA. 








plant of White and integrated with all the branches, dis- 
tributors, dealers and service stations throughout the country. 


This service requirement analysis showing location of truck 
equipment by serial number and model number, its age and 
estimates of parts needs and service labor requirement, is 
the backbone of the system which will make possible a much 
better projection of parts requirements for scheduling and 
distribution. 


It will project needs and permit White to plan its parts 
requirements to obtain sufficient quantities of needed materials 
and locate it where needs are bound to develop. 


In addition to parts needs, the labor requirements beyond 
what the truck operator or White service headquarters has 
available can also be projected and steps taken ahead of 
time to provide necessary facilities and manpower. 


PAPER CUP USE IN WAR EMPHASIZED 


The essentiality of paper cups in today’s emergency situ- 
ation is emphasized in the 1950 annual report of the Lily- 
Tulip Cup Corporation, just released, which shows a net 
consolidated income (after taxes) for the year of $3,450,- 
237.25, against $1,803,741.79 for 1949. This is equal to 
$8.87 per share of Common Stock outstanding after pre- 
ferred dividends, compared to $4.46 a share of Common 
Stock in 1949, computed on the same number of shares of 
Common Stock. 

1950 sales (less returns and allowances) were $40,258,- 
583.91, as against $30,816,229.66 in 1949, representing an 
increase of thirty percent. 


The enlistment of paper cups in defense, war and disaster 
preparedness was described by Walter J. Bergman, President, 
and Henry Nias, Chairman of the Board, in a statement to 
the stockholders in the annual report. 


“Should disaster strike, should water be contaminated or 
not available, should glassware or crockery be shattered, 
single service cups, to administer medicine, to feed people and 
help prevent disease, would be virtually indispensable and 
would be needed in large quantities,” declares the statement. 

The report then details Lily’s cooperation with other mem- 
bers of the paper cup industry in voluntary stockpiling of 
25,000,000 cups in public warehouses near “primary target” 
areas for disaster use. The part played by paper cups in 
army units abroad and in this country, and in defense plants, 
is also described, as is the roll of paper service in protecting 
health and saving labor. 


Lily-Tulip’s expansion program, including construction 
of a large plant in Springfield, Missouri, scheduled to begin 
production in early 1952, was described to the stockholders. 


FORBES FIRM NEARS 50TH ANNIVERSARY 
The Benamin P. Forbes Company of Cleveland, Ohio is 


nearing its fiftieth anniversary as a manufacturer of choco- 
late flavor powders for the dairy and ice cream industries. 
The business was incorporated in 1913 by Benjamin P. 
Forbes, who resigned his position as manager of a large 
chocolate concern to establish a new operation involving the 
packaging and distributing of cocoa specialties. A son, 
Benjamin F. Forbes, is Treasurer and Manager of the or- 
ganization, while the elder Mr. Forbes is President. 
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ATTENTION 


OPERATORS OF COUNTER FREEZERS 
AND SOFT ICE CREAM STANDS! 


MAKE YOUR OWN 


FROZEN WATER ICE SUCKERS 


The procedure is very simple 
The investment is only $49.50 
The profit runs up to 500% 
Write at once for full details to 


FLAVOR PRODUCTS CO. 


BLACKMAN BLDG. CINCINNATI 2, OHIO 














NATIONAL DAIRY EXECUTIVES CONVENE 


The 1951 Executives’ Conference of National Dairy Pro- 
ducts Corporation was held at the Hollywood Beach Hotel, 
Hollywood, Florida, from March 28 to 31, under the gen- 
eral chairmanship of L. A. Van Bomel, President of Na- 
tional Dairy. In attendance were 287 of the company’s key 
executives. 

Chairmen of the various general sessions were E. E. 
Stewart, Executive Vice President; P. P. Miller, Vice Presi- 
dent, and Mr. Van Bomel. Special sessions were held 
on plant production, research and development, and merchan- 
dising and distribution. 


ARTICLE HIGHLIGHTS PEACH ICE CREAM 


In the April 7 issue of Collier's, there is an article Which 
includes the following two paragraphs: 

“Take even so simple an item as peach ice cream. When 
it first went on sale, it was made with fresh ripe peaches. 
You liked it and bought some, but not nearly so much as 
the makers had hoped. The market researchers went to 
work and reported that your objection was that it just 
didn’t taste ‘peachy’ enough. 

“There’s not too much logic in a demand that something 
taste peachier than peaches. But it does no good whatso- 
ever in such cases to point out illogicality. The chemists 
had to buckle down, and eventually they found a combina- 
tion of peaches and nectarines plus a little pink coloring 
to add up to what you want.” 

A spokesman for the Standard Fruit Company of Cin- 
cinnati reports that what Collier's did not make clear was 
that the researchers who developed the new “peachier than 
peaches” product was his firm. The spokesman noted that 
Standard Fruit introduced in 1942 Sugarnut Nectarine 
Puree, to be added to the ice cream mix, and Diced Peaches, 
to be added for eye appeal through the fruit feeder to 


peach ice cream. 


CLOVERLEAF EXPANDS 


W. A. Klepper, President of Cloverleaf Creameries, Inc. 
announced on April 26 a procedure change in the procure- 
ment of milk for processing into Sealtest Ice Cream. Be- 
cause of large expansion in the ice cream and ice cream mix 
departments, the space formerly occupied by the whole-milk 
processing department will be used. Eighty per cent of the 
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STABILIZERS 


For Purotizina Fruits, for Ripples, for making Fudge Ripple 
Sauce, also Sherbets & Ices. 


The Standard for Over 25 Years! 


FLAVOR 
A cs Cone svmon) 
(PURO DIVISION) 


1309 ADAMS STREET PITTSBURGH 12, PA. 

















milk supply was transferred to the Kraft Foods Company, 
also a Division of National Dairy Products Corporation. 
Mr. Klepper emphasizes the fact that locally processed sweet 
cream and condensed milk will continue to be used in the 
n.aking of Sealtest Ice Cream. 


The expansion program of Cloverleaf Creameries, Inc. 
will greatly increase the capacity for production of Sealtest 
Ice Cream and includes a new building in Indianapolis that 
will be in use by mid-summer. This direct distributing 
branch is under the management of Robert Mattox. Clover- 
leaf just recently occupied a new storage plant, with offices, 
in Terre Haute, Indiana under the management of Chester 
Farrar, formerly of Huntington County. The third direct 
distributing center is in South Bend. Henry Kelly is South 
Bend Manager. 


To keep pace with the sales growth, Cloverleaf now em- 
ploys modern sanitary packaging machinery, including a 
[amson machine having an hourly capacity of 900 dozen 
stick confections; an automatic pint packaging machine of 
500 gallons an hour capacity; and two packaging machines 
for Dixie cups, sundae cups and tarts. A fleet of forty de- 
livery and service trucks will travel more than a million miles 
in 1951, the actual 1950 mileage having been 882,370. Or- 
ganization employees total 175. 


Mr. Klepper has also announced that Robert M. Thomp- 
son had been appointed Vice President of Cloverleaf Cream- 
eries, Inc. 


APPOINTED TO GOVERNMENT POST 


The appointment of Philip C. Stoltz to the Production 
aud Marketing Administration of the United States De- 
partment of Agriculture has been announced. Mr. Stoltz 
will consult with Preston Richards, Director of the Dairy 
Pranch of the Department, as an expert and advisory engi- 
neer on material and equipment problems relating to the 
Dairy Industry for dairy processing, packaging, etc. 

Clyde E. Beardslee, who served as an ofhcial of the War 
Production Board during World War II, is also working 
with the Dairy Branch on problems relating to materials and 
ecuipment for the Dairy Industry. Although Mr. Stoltz 
will make frequent trips to Washington, he will continue in 
his present capacity of sales engineer for Mojonnier Bros. 
Company, serving parts of Ohio, Pennsylvania, West Vir- 
g:nia, Virginia and Maryland. 
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FOR SALE 


FOR SALE: One Pure-Pak automatic ice 
cream packaging machine like new. Used 
only one season. Complete with filling 
nozzles for 3 flavors and single flavor. Priced 
right. Legion Ice Cream Company, 4251 
S. State St., Chicago, Ill. Phone Bo 8-2600 


FOR SALE: “York 14” x 11° VSA 
Ammonia Booster Compressor, V belt drive 
force feed oiling system, condition like new.” 
Box #354 Ice Cream Fieco, 19 W. 44 Sr, 
New York 18, N. Y 


FOR SALE: 1—40 at. York Batch Am- 
monia Freezer—-A-1 condition——$350. Mar- 
chase Refrigeration Service, 3517 Bethoven 
Street, Pittsuburgh, Pa 


FOR SALE: 24 Miller Vending Tricicyles 
complete with bells and accessories. Use 
six weeks and in prime condition, $130 
each. For immediate delivery, write Pied 
Piper Ice Cream Co. 6901 Hough Ave., 
Cleveland, Ohio 


FOR SALE: 300 gallon York S.S. Hold. 
ing Tank with brine circulating coil in 
jacket; 300 gallon Cherry-Burrell Model 
SV Holding Vats, S.S. lining with sus- 
pended Tinned Copper Cooling Coils; 150 
and 200 gallon Round S. S. Pasteurizers, 
also 100 to 300 gallon CherryBurrell S. S 
Spray Pasteurizers; 125 to 1500 gallon 
Homogenizers or Viscolizers; Mojonnier 
S. S. Cabinet Coolers 8 wings each 72 
tubes high; Fillers, Bottle Washers, Sur- 
face Coolers, Vacuum Pans, Pumps, etc 
Write or wire your requirements. Lester 
Kehoe Machinery Corporation, 1 East 42nd 
Street, New York 17, New York. Tele- 
phone—MUrray Hill 2-4616 


FOR SALE: One 60-quart York direct ex- 
pansion ice cream freezer. Good condition. 
$500. Pioneer Ice Cream Co., Fort Wayne, 
Indiana. 


FOR SALE: Ford |'. Ton chassis 1946 
with 1000 gallon body, mechanically re- 
frigerated; also 650-gallon body with four 
refrigerating plates and 1') hp compressor. 
Reply to box 363, c/o Ice Cream Frevo, 
19 W. 44th St.. New York 18, N 


VicGRAW CHEMICAL COMPANY 


CHICAGO 5, ILLINOIS 


83\ SOUTH. WABASH AVE., 


Classified Advertising 


FOR SALE 


FOR SALE: Five ton Chev. and 
G.M.C. peddling trucks. Two dry ice, 
three with two plates and *, Horsepower 
Compressors. One 600 Gallon Brockway or 
Diamond T with four plates | Horse- 
power Compressor. Patty's Ice Cream, 71 
Hill Street, New Haven, Conn. 


FOR SALE: Fully equipped wholesale- 
retail ice cream plant with 50,000 gallon 
capacity in center of fast growing com- 
munity. For appointment call NATICK 
1571 or write Box 72, Natick, Mass 


FOR SALE: 1946 ULM Deco truck. 
600 gal. ice cream capacity. 162 cu. ft. 
frozen food capacity. Equipped Kold-Hold 
plates & fittings. Thoroughly overhauled. 
6 good tires plus good spare. Price $2150. 
DIVCO-CALIFORNIA CO., 3311 W. 
Washington Blvd., Los Angeles 18, Cal. 


FOR SALE: Owner being drafted, must 
sell two 1949 '» ton vending trucks, one 
loose vending body, one 650 gallon truck 
and five vending bicycles. Reasonable. Write 
J. Jerome Vann, 137 Stadium Place, Syra- 
use, N. Y. 


FOR SALE: 40 quart Emory Thompson 
Freezer — York Compressor. Smalbein’s 
Bakery, 114 Grand Avenue, Englewood, 
New Jersey. 

FOR SALE: Lamson “Popsicle” bagger 
with automatic release; Anderson stick plac- 
er; General Mills Pint box former; Model 
D—Fitzpatrick comminuting machine; auto- 
matic “Popsicle” dipper. Reply to box #361, 
Ice Cream Frecp, 19 W. 44 St., New York 
18, N. Y. 


FOR SALE: 2-250 Gallon Capacity Tin- 
ned Copper Round Tanks with Insulated 
Jackets and Bridged Center Agitator and 
Complete with Motors, Valves and Leveling 


Legs. $250 Each. Legion Ice Cream Co., 
4251 S. State St., Chicago, Ill. Phone Bo 
8-2600 


Every ICE CREAM MAKER 
Every ICE CREAM SUPPLIER 








Ice Cream 
Merchandiser 


Excellent Opporiunity 


If vou have a successful record 
of merchandising ice cream 
products through chain stores, 
super markets, established re- 
tail dealers and company 
owned stores, there is an op- 
portunity for you to head up 
merchandising department of 
large, nationally known firm. 
34-45. State 
qualifications fully and salary 
requirements in _ first 


Desirable age 


letter. 
Attach recent photo or snap- 
shot. 
Write Box 362, 
c/o lee Cream Field, 
19 West 44th St., 
N. Y. 18, N. Y. 











FOR SALE 


FOR SALE: Creamery Package rotary can 
washer; 200 gal. Fort Wayne stainless steel 
pasteurizer; Frick 5x5 compressor motor 15 
H.P., 220 V-Belts; York 4x4 compressor 
motor 5 H.P., 220 V-Belts; Ice Cream body 
350 gal., 4-ammonia plates 2-side doors, 1- 
rear door. John A. Mistor, 3310 Lockwood, 
Detroit 10, Michigan 


FOR SALE: Whatever it is that you have 
for sale, your chances of disposing of it are 
multiplied the instant you place a classified 
advertisement in Ice Cream Fievp. Dead- 
line for the June issue is May 21. For rates, 
see page 123. 








Should have this NEW BOOK 


“ICE CREAM and other FROZEN DESSERTS” 


by Profs. Frandsen & Nelson of Univ. of Massachusetts 


Contains the most up-to-date information on ice cream in 


concise, readable form. 


Formulas e@ Ingredients @ Equipment and Processes @ Re- 

frigeration @ Cost Calculations @ Packaging and Shipping 

Fancy Ice Cream and Specialties @ Novelties @ Defects 
@ Reference Tables @ Fully Illustrated 


Get this book now for frequent, ready reference. 


Have it when you need it! 


Only $5.25 postpaid 
Mail check or money order to Ice Cream Field 
19 West 44th St. 


New York 18, N. Y. 
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Classified Advertising 


HELP WANTED 


HELP WANTED: Salesman—side line, 
selling to ice cream manufacturers, pocket 
samples, average commission $40.00 per sale 
—easy to sell—territory protection—also 
leads. Box #345, Ice Cream Fiecp, 19 W 
44 St, N. Y. 18, N. Y 


HELP WANTED: Salesman—with fol- 
lowing among ice cream manufacturers, to 
represent nationally-known firm selling to ice 
cream manufacturers. Strong promotional 
line backed by advertising. Box 316, Ice 
Cream Fiero, 19 W. 44 Se, N. Y. 18, 
N.Y 


HELP WANTED: Salesmen traveling, 
with following in the ice cream industry by 
manufacturer of flavors and extracts. Mid 
dle Western and South Eastern territory 
available. Drawing account. Reply in de- 
tail giving experience and references. Box 
364, c/o Ice Cream Fiserv, 19 W. 44th 
St, New York 18, N. Y 


HELP WANTED: Do you need help in 
finding top grade personnel to man your ice 
cream plant? A classified advertisement in 
this space is the logical solution. Rates are 
published on this page. 


POSITIONS WANTED 


POSITION WANTED: Plans Supt. or 
Production Manager in ice cream plant, 
twenty years experience im all phases of 
plant operations. Can furnish the best of 
references as to ability and character. Gor- 
don L. Caldwell, 3035 Glenmore Avenue, 
Cincinnati 38, Ohio 


POSITION WANTED: Ice Cream and 
Dairy business twenty-two years. Thorough 
ly trained all phases route supervision, de- 
livery sup't, service manager and sales pro 
motion. Available on short notice. Excellent 
references. Write: Box #360, Ick Cream 
Frecp, 19 W. 44 St., New York 18, N. Y 


POSITION WANTED: Would like to 
contact owner of small combination milk 
and ice cream plant that is seeking qualified 
person as General Manager. 12 years’ gen- 
eral experience. Write: Box 358, Ice Cream 
Fiecp, 19 W. 44 Se, N.Y. 18,N.Y 


POSITION WANTED: General Man 
ager. Prefer plant in East or Southeast 
handling milk and ice cream. Age 34, 
married. 12 years experience in all phases 
of business. Able to offer progressive 
leadership. Now employed. Box #365 c/o 
Ice Cream Freco, 19 W. 44th Se, New 
York 18, N. Y 





Rates 


RATES: machinery, equipment and 
supplies for sale or wanted to buy, 
6c a word [including address) for 
each insertion; help and positions 
wanted, 2c a word [including ad- 
dress). Bold face type double regu- 
lar rates. Minimum charge $1.00. 


REPLIES to advertisements in this de- 
partment must be addressed to the 
name, initials or address shown in the 
advertwement or to Box numbers c/o 
lce Cream Field, 19 W. 44th St.. New 
York 18, N. Y. Under no circum- 
stances will ICE CREAM FIELD di- 
vulge the name of an advertiser 
where initials or a number is given 
as the address. 











POSITIONS WANTED 


POSITION WANTED: There's on old 
saying which advises that in life, “it’s posi- 
tion that counts.” Well, you can help your 
self find just the position you're looking for 
by placing a “Position Wanted” notice on 
this page in the next issue of Ice Cream 
Frecp. Remember: you are reading this 
note; ice cream manufacturers everywhere 
are doing likewise. For the rate schedule, 
see the box at the top of this page 
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VAN LEER 


Manufacturers of * quality coatings for ice cream bars 
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Importers of * Holland-Dutch Cocoas 
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VAN LEER CHOCOLATE CORP 


Jersey City 2,N.J. JOS- 


Ice CreaM Fietp, May 1951 














Ace Cabinet Corp. 
Ad-Color Corp. 
Ambrosia Chocolate Co. 
American Cyanamid Co. 


American Food Labs. 
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Lowe Corp., Joe 

Mahoney Extract Co., S. H. 
Malt-A-Plenty, Inc. 

Mann’s Candies 

Marlo Coil Co. 

Mathieson Chemical Corp. 
McGraw Chemical Co. 
Meese, Inc. 
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PACKAGING MACHINE 


That Pay for Themselves Quickly 


£, 5 a 
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VERTICAL STICK DISPENSER > 


Loads all types of stick holders (single or twins) with bulk or banded 
sticks at the rate of 12 or 14 complete stick holders per minute or 
3360 dozen sticks per hour. 








Loading is done from either the 
— front or side. Stainless steel stick 
chutes are on an angle so that the 
sticks feed down to the inserter bar 
without need for mechanical MODEL 171 Copacteys 6700 sticks when 


ae: - ; fully loaded. Power is obtained from 
pushers. Additional sticks can be compressed air line or complete air 
loaded on those already in the compressor can be furnished. 


machine. 


ALL PURPOSE FILLER mont 106 


Handles all types of containers or molds. Adjustment handle controlling 
ice cream volume conveniently located with indicator ... foot trip for easy 
operation ... stainless steel hopper with 20 gallon capacity ... motor 
located under table and covered. Handles ice cream from continuous or 
batch freezer. Inner hopper available for filling three flavors (1 package at 


atime). Table with up and down adjustment is equipped with drip trough. 


Ne. 106-2 Equipped with two heads for high production filling of molds. 
Fills eight mold cavities at one time — 600 complete molds per hour. 


Use this Handy Coupon for Quick Information 





ANDERSON BROS. MFG. CO., ROCKFORD, ILLINOIS 


:a°Toh wm liemeden Please Send Bulletin No. 5-2 





Name 


Address 
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LONGEST FORWARD STRIDE IN CUSTOMER SERVICE 


IN GUMPERT’S 59 YEARS 


Today Gumpert serves you from our largest and finest with the latest advances in scientific production flow 
main plant since the founding of the Company in 1892. and precision quality controls in modern food product 
This big new production unit almost doubles our manufacture. P/us elbow room not only to create a new 
headquarters facilities to 140,000 square feet—equiva- high in production efficiency and customer service, but 
lent to a seven-story section with half a city block to a to fill an expanding world-wide demand for Gumpert’s 
floor in the huge Lackawanna warehouse and manu- nine hundred quality food specialties. 
oe center in Jersey City, New Jersey, our new Today it’s more true than ever that “there’s no finer 
ocation. 


value than a Gumpert product.” Ask your Gumpert 
Here we have a three-acre model plant equipped representative ag . ' - 


S. GUMPERT CO., INC. 


FROM OZONE PARK, NEW YORK JQ. JERSEY CITY 2, NEW JERSEY 
CHICAGO ¢ SAN FRANCISCO 


Ss 
270 QUALITY FOOD spEciIALTIE 
FoR /CE CREAM MANUFACTURERS 


nd more, comp! 








